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Rough Proofs 


United Air Lines ran full-page 
newspaper ads to explain why 
ground service isn’t so good. With 
the heavy increase in traffic, seems 
that everybody except the pilots 
is up in the air. 

- | 

“We wish our client high suc- 
cess,” says N. W. Ayer, referring 
to Bell Aircraft. And also at the 
lower levels where the Bell heli- 
copter sprays potato leaves? 

Fv FY 

The AMA will establish a bu- 
reau of economics to study medi- 
cal costs, a news story. says. 
Maybe it will be able to find out 
why every doctor wants to be a 
specialist. 

7, ‘2 | 

David Lynch, who wrote “The 
Concentration of Economic Power,” 
thinks advertising helps monop- 
oly, but he probably will be some- 
what disappointed if his publish- 
ers don’t try to monopolize a little 
of it for him. 
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Ace Cab Company of St. Louis 
is using radio spots to tell how 
gentle and courteous its drivers 
are. Now if they can only per- 
suade the boys to listen in on the 
broadcasts— 

VY. 

“Women,” opines True Confes- 
sions, “are the confidential sex.” 

But it should be added that this 
does not necessarily mean they 
are the confiding sex. 

vgyv¥#seey? 

Monsen-Chicago, the typogra- 
phers, probably broke some kind 
of record when they paid tribute 
in a recent ad to a down-trodden 
group that nobody loves, the proof 
readers. 
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Charlie Brower thinks there are 
fewer genuine nuts in the adver- 
tising business now than there 
used to be. But there are still a 
few excellent imitations. 
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An advertiser looking for a job 
is “now mgr. adv. and sls. prm., 
s’’ng thru autom’t’v j’b’rs. Exp. 
publ’n, d.m. adv., mkt. r’s’rch; 
ag’ncy contact, d’v’lpm’nt.” 

Do you suppose he’s allergic to 
vowels? 

+ | = 

“All we ask,” says Monitor’s 
Paul Zimmerman, “is that you pay 
a certain amount a month for the 
rest of your life, and we will 
mechanize your home and provide 
service and repairs.” 

A life sentence with no time off 
for good behavior? 

~ 2 

Howard Hughes is making a mi- 
raculous recovery following his 
plane crash. He is determined to 
put over Jane Russell and “The 
Outlaw” and make the critics like 
both the picture and his adver- 
tising. 
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AA talks about 1946 “spawning” 
a flock of new agencies, which will 
probably resent the suggestion 
that they either came out of or 
will Tay an egg. 

. a 

“Opinion pollers form group to 
set survey standards,” says a news 
story in the world’s greatest ad- 
vertising journal. They’ve polled 
themselves and come up with a 
good opinion. 

Copy Cus. 


Rising Costs Put 
Squeeze on Agency 
Operating Profits 


CuHIcAGo—Rising costs, combined 
with a fixed percentage plan of 
compensation, are forcing adver- 
tising agencies to check their op- 
erating expenses carefully in order 
to avoid a peri- 
od of profitless 
prosperity, ac- 
cording to Ira 
Rubel, head of 
Ira Rubel & Co., 
certified public 
accountant firm 
specializing in 
advertising 
agency work. 

Dewerine 
the past few 
months, Mr. 
Rubel says, ad- 
vertising agencies have shown re- 
markable interest in cost account- 
ing procedures, and as one result 
Ira Rubel & Co. has announced the 
opening of a New York office at 
369 Madison Ave., to work ex- 
clusively with agencies. The resi- 
dent partner will be Seymour 
Weinberg, New York CPA, with 
Clarence A. Greenlaw, formerly 
comptroller of McCann - Erickson 
and for seven years chairman of 
the fiscal control committee of the 
Four A’s, as advertising agency 
specialist. 


Less for Entertaining 


Every item of agency operation 
has increased in cost greatly dur- 
ing recent years, and the end is 
not yet in sight, according to Mr. 
Rubel. Salaries, he points out, 
normally account for at least 50% 
of agency costs, and they have 
climbed prodigiously in recent 
years in all brackets except the 
ownership levels. 

Rents, entertainment, telephone 
and telegraph and other important 
factors in agency costs have soared 
and are continuing upward, he 
says, with the result that on many 
accounts the usual 15% commis- 
sion is no longer adequate to cover 
expenses. As a result Mr. Rubel 
predicts: 

Increasing resistance to really 
big salaries. 

Less entertaining. 

More careful scrutiny of indi- 
vidual account costs. 

More fees for special work. 

“These things are inevitable,” 
Mr. Rubel told ADVERTISING AGE. 


(Continued on Page 59) 


Ira Rubel 


Sales Expenses 
Running Higher 


NEw YorK—Salesmen’s travel- 
ing expenses are running higher 
these days, in proportion to their 
total sales, the American Manage- 
ment Association finds in a sur- 
vey of 92 companies. Expenses 
for meals and entertainment have 
risen most noticeably. 

Of total expenses, a report said, 
about 43% currently is spent for 
transportation, including auto 
travel; 14% for hotel rooms, 18% 
for meals, 14% for entertainment, 
and 11% for miscellaneous items 
such as tips, laundry and tele- 


phone charges. 


‘000i: Cash Prizes! 


Enter the EVERWESS Limerick Contest 
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Sparkling Water 


A dime-size bottie for a nickel 
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EVERVESS HYPO—Pepsi-Cola Co. is 
using newspapers and spot radio in 
New York, Boston, Philadelphia, Pitts- 
burgh, Newark, Trenton, and New Bruns- 
wick to hypo sales of Evervess with a 
four-week limerick contest. Young & 
Rubicam, New York, is the agency. 


All Media Boost 


Ad Volume During 
First Six Months 


‘Space’ Gains 25%, 
While 'Time' Gains 
Are More Moderate 


NEw YorK — Expenditures 
magazine advertising increased by 
25.2%, while newspaper linage 
went up 24.6% over 1945, accord- 
ing to half-year summaries re- 
leased last week by the Magazine 
Advertising Bureau and Media 
Records. Except for Mutual, net- 
work radio gains were small. 

MAB reported that advertisers 
spent $166,853,406 in magazines 
during the first six months of 1946, 
compared with $133,261,816 during 
the first six months of 1945. 

Media Records figures show, for 


(Continued on Page 59) 


16 Spent $5 Million Each 
in Three Media in 1945 


in 


Fly Heads Civil 
Liberties Group 
on Communications 


Committée to Oppose 
‘Monopolies’ in News 


and Publishing 


NEw YorK—James Lawrence 
Fly, former chairman of the Fed- 
eral Communications Commission, 
will head a committee on freedom 
of communications of the Amer- 
ican Civil Liberties Union, Roger 
Baldwin, chairman of the union, 
has revealed. 

Mr. Baldwin told AA that this 
fall the committee will “tackle a 
program to remove the blocks to 
free communications” both in this 
country and abroad. In partic- 
ular, he said, the committee will 
oppose monopolistic practices in 
the communications industries, 
governmental practices tending to 
favor monopolies—‘such as uni- 
form postal rates for periodicals” 
—censorship, and barriers to free 
access to international news. 


Tentative Program Set 


Mr. Baldwin also revealed that 
the committee is now seeking a 
director who has been “inside” 
the fields, and is broadening its 
membership to include represent- 
atives from many areas. From 
other sources, ADVERTISING AGE 
learned that a tentative program 
defining the primary scope of the 
group’s immediate activities has 
been set up. 

This program includes Congres- 
sional investigation of monopolis- 
tic practices, legislation for slid- 
ing postal rates for periodicals, a 


(Continued on Page 57) 


Last Minute News Flashes 
New Discount Scale Announced by Mutual 


New YorkK—Mutual Broadcasting System, which has added 67 sta- 


tions and 13 major market cities 


to its coverage since issuing rate 


card 14 one year ago, has mailed rate card 15, effective Aug. 1, in- 


troducing a 24%% reduction 


in the network’s discount structure. 


“Values remain substantially unchanged,” Jess Barnes, vice-president 
in charge of sales, pointed out, “because in the past 12 months 40 
new markets have been added at an increase in the network’s gross 


rate of only $40.” The new card 


also introduces a geographical re- 


grouping of some of Mutual’s affiliates. 


Lilli Ann to Promote Women’s Suits Nationally 


San FRAnNcisco — Lilli 


Ann Company, 


leading manufacturer of 


dresses and suits for women, has appointed the San Francisco office 
of Foote, Cone & Belding to handle an extensive national advertising 


campaign for Lilli Ann fashions. 


Shaw-LeVally Names Three More Vice-Presidents 

CuiIcaco—William Steffey, formerly with This Week Magazine, has | 
joined Shaw-LeVally as vice-president in charge of merchandising, 
while Carl Grether, art director, and F. C. Goodrich, in charge of 


production, have also been named vice-presidents. 


Appointment of 


Edmund B. Abbott as vice-president was announced earlier (see 


Page 16). 


Yankee Network Signs for BMB Service 
New YorK—Yankee Network has become the first regional net to 
sign up for Broadcast Measurement Bureau’s forthcoming station and 


network audience reports. 
subscribers. 
set as Sept. 1. 


The four national networks already are 
Deadline for regional networks to join BMB has been 


(Additional News Flashes on Page 63) 
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Magazine Bureau Lists 
123 Advertisers in 
$1 Million Group 


NEw YorK—Led by Procter & 
Gamble Company, with $21,903,- 
000, 16 national advertisers spent 
more than $5,000,000 each in mag- 
azines (including farm journals), 
newspapers and network radio in 
1945, the Magazine Advertising 
Bureau shows in “National Ad- 
vertising Investments, 1945,” just 
published. 

Others in the top 16 in the MAB 
list—which differs slightly from 
the ADVERTISING AGE tabulation 
published on April 22—are: Gen- 
eral Motors, $15,280,000; Lever 
Bros., $14,140,000; General Foods, 
$12,054,000; Sterling Drug, $11,- 
358,000; General Mills, $9,640,000; 
Colgate - Palmolive - Peet, $8,988,- 
000; General Electric, $8,946,000; 
American Home, $6,979,000; Sea- 
gram Distillers, $6,352,000; Bris- 
tol-Myers, $5,810,000; Schenley, 
$5,713,000; Miles Laboratories, $5,- 
586,000; Liggett & Myers, $5,179,- 
000; Ford, $5,135,000; Coca-Cola, 
$5,129,000. 


Drug Group Leads List 


A total of 123 advertisers each 
spent $1,000,000 or more in these 
media in 1945, the bureau shows, 
of which 33 spent $3,000,000 or 
more. 

Drugs and toiletries led the 
million-dollar list with 33 adver- 
tisers, followed by foods, 26; dis- 
tillers, and gasoline and oil, seven 
each; soaps and cleansers, six; 
motor cars, tobacco, and electric 
appliances and radio, five each. 
Four tire manufacturers, four 
publishers, and four soft drink 
concerns made the million-dollar 
group last year, but only one 
movie concern (Loew’s, Inc.) and 
only one brewer (Pabst). Mars 
and Wrigley are the only “con- 
fectionery” producers included. 


Some in Two Groups 


Several advertisers appear in 
two or more product classifica- 
tions. Three fountain pen com- 
panies (Eversharp, Parker, and 
Sheaffer) made the million-dollar 
grade, as did two railroads, Penn- 
sylvania and Union Pacific. 

Among “miscellaneous” adver- 
tisers in the million-dollar group 
are Allis-Chalmers, Aluminum 
Company of America, Armstrong 
Cork, Can Manufacturers Insti- 
tute, du Pont, Eastman Kodak, 
International Harvester, Interna- 


(Continued on Page 51) 


Back Talk 


from readers creates ex- 


| citement in ‘Voice’, 


Page 44. Other features: 


Ad-libbing 12 
Admen Coming Back 40 
Editorials . . 12 
Feature Page . . 4i 
Getting Personal ...... 20 
Information for Advertisers 12 
Obituaries ........ . 57 
Photographic Review 6l 
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Remington to Back 
Twin-Head Shaver 
in 9 Magazines 


BrIDGEPORT — Remington Rand’s 
electric shaver division has sched- 
uled nine magazines, through Bat- 
ten, Barton, Durstine & Osborn, 
New York, starting in September, 
to launch the Remington Four- 
some, “with the new Blue Streak 
twin shaving head.” 

The Foursome, it is claimed, 
“can shave four times as fast as 
an old-fashioned single head 
shaver,” and “handle long and 
short hairs with equal ease.” It 
will retail at $19.50. 

A dealer certificate attached to 
a broadside on the campaign of- 
fers a shipment of six “new Rem- 
ington shavers (three of them new 
Blue Streak Foursomes) direct to 
your distributor earmarked for 
you. . . . No additional copies of 
these certificates are available— 
they are intended solely for the 
benefit of the thousands of deal- 


ers who are now on our mailing 
list.” 

Magazines scheduled are Amer- 
ican Legion, Collier’s, Esquire, 
Fortune, Look, Newsweek, The 
Saturday Evening Post, Time, and 
United States News. Total num- 
ber of full-page advertising ‘“mes- 
sages,” largely in color, in the 
last four months of 1946 will be 80 
million. 


Louis Engel Joins 
Kiplinger Magazine 

Louis R. Engel, managing edi- 
tor of Business Week, has resigned 
effective Aug. 15 to head the New 
York office of a new business 
magazine to be published by Wil- 
lard R. Kiplinger, publisher of a 
Washington news-letter. 

The new magazine, which will 
cover business and related fields, 
also includes on its staff Charles 
M. Stevens, formerly managing 
editor of the Washington Daily 
News, John Denson, Clarence Mar- 
shall, and A. Ford Hinrichs, for- 
merly chief of the Bureau of La- 
bor Statistics of the Department 
of Labor. 


Housewife Group 
Expands Air Show 


HoLtywoop — The Housewives’ 
Protective League, which now airs 
its programs over stations in five 
major markets from coast to coast, 
will be extended Aug. 12 to cover 
Pittsburgh. Broadcasts will be 
over WCAE, Pittsburgh, ABC sta- 
tion affiliated with the Pittsburgh 
Sun-Telegraph, Mondays through 
Fridays, 1:30—2 p.m., plus the 
“Sunrise Salute” show, 6-7 a.m., 
Mondays through Saturdays. 

The Pittsburgh shows will be 
handled by Gordon Hall of 
Fletcher Wiley Productions, Holly- 
wood, which also handles the cur- 
rent shows being heard in New 
York, Chicago, Boston, St. Louis 
and Los Angeles. 

Products to be presented over 
HPL broadcasts are approved by 
a certain percentage of the listen- 
ers through home tests and ques- 
tionnaires before the products are 
accepted on the programs. The 
Chicago area has 3,000 “testers.” 


Moves New Haven Paper 


The editorial and typographical 
staffs of the New Haven Journal- 
Courier have moved to new quar- 
ters in the New Haven Register 
building at Orange and Audubon 
Sts., while the business and ad- 
vertising offices are remaining in 
the former quarters at Crown St. 
The papers will continue to be 
published independently. 


Open Art Studio 


M. H. Medearis, for three years 
promotion manager of the St. 
Louis Star-Times and _ Station 
KXOK, has resigned to open an 
advertising art studio with James 
Blair, formerly with Stix, Baer & 
Fuller and Olian Advertising Com- 
pany, St. Louis. 


Rogers Joins Oil Co. 

Dale Rogers Jr., vice-president 
of Rogers-Gano Advertising 
Agency, Tulsa, prior to joining 
the Marine Corps, has been named 
advertising and sales promotion 
manager of the Mid-Continent Pe- 
troleum Company, with offices in 
Tulsa. He succeeds the late A. 
P, McGarth. 


FIX IT RIGHT 


(Sell More Automotive Products Overseas) 


FOR PROFIT 


Yes, the FIX IT RIGHT articles and wall charts which are 
appearing monthly for one year in THE AMERICAN 
AUTOMOBILE (Overseas Edition) and EL AUTOMOVIL 
AMERICANO are designed to help you sell more auto- 


motive products overseas .. . 


You see, the FIX IT RIGHT articles and charts tell garage 
and service station operators how to make almost every 
type of repair . . . how to restore cars, trucks and buses 
to perfect running condition .. . 


FIX IT RIGHT enables repairmen to give motor vehicles 
everything they need . . . and only what they need ... 


FIX {T RIGHT enables repairmen to better satisfy their 


BUSINESS PUBLISHERS 


customers .. . and to sell more automotive products .. . 


More of YOUR PRODUCTS! 


When you tell your export sales story to the people who 
read THE AMERICAN AUTOMOBILE (Overseas Edition) 
and EL AUTOMOVIL AMERICANO you tell it to those 
who actually buy automotive products as well as to those 
who influence purchases made by others. 


INTERNATIONAL CORPORATION 


330 West 42nd Street, New York 18, N. Y. 


New York ©® Philadelphia 


© Boston 


® Cleveland ® Chicago 


© Detroit 


San Francisco © Los Angeles ® Atlanta © Washington ® Buenos Aires ® Mexico City 


Advertising Age, July 29, 1946 


May, Kaufmann 
Stores to Merge 


NEw YorK—Plans to merge the 
May Department Stores Company 
and Kaufmann Department Stores, 
Inc., were announced last week 
by principals of the two companies 
in connection with negotiations 
with Goldman, Sachs & Co., 
underwriters. 

The combined sales of the two 
concerns are estimated at more 
than $246,000,000. The May com- 
pany operates stores in St. Louis, 
Cleveland, Akron, Los Angeles, 
Denver and Baltimore. Kaufmann 
operates a large store in Pitts- 
burgh. Both companies are carry- 
ing out expansion plans involving 
opening of new outlets. 

Morton J. May, president of 
May, and Edgar J. Kaufmann, 
president of Kaufmann, last week 
notified their stockholders by let- 
ter that the boards of directors of 
both concerns had approved the 
merger in principle. The plan re- 
quires favorable action by stock- 
holders. The stores had previ- 
ously shared buying offices in Chi- 
cago and in foreign countries. 


Wright & Glenn Starts 
Small Fry Cosmetics 


Wright & Glenn Company, five- 
month-old New York maker of 
children’s cosmetics, will intro- 
duce a line of two to 12-year-old 
children’s toiletries, called Miss 
Twinkle, through Alfred J. Sil- 
berstein-Bert Goldsmith, Inc., in 
a national magazine and business 
paper campaign. 

National magazines, running 
from October to December are: 
Good Housekeeping, Harper’s Ba- 
zaar, Ladies’ Home Journal, Par- 
ents’, Town & Country and Vogue. 
August and September issues for 
trade copy include: Beauty Fash- 
ion, Cosmetics magazine, Infants’ 
and Children’s Wear and the Jour- 
nal of the American Medical As- 
sociation. A schedule for news- 
papers throughout the country is 
being lined up now. Mildred Cul- 
breath is managing director of 
the new company. 


Increases Ad Rates 


Effective with the September, 
1946, issue, Successful Farming, 
published by the Meredith Pub- 
lishing Company, Des Moines, will 
increase its subscription price to 
$1 per year, or 15 cents a copy. 
Beginning with the February, 
1947, issue, the basic page rate 
will be increased from $2,700 to 
$3,000. 


Derby Foods Uses Radio 


Derby Foods, Inc., Chicago, has 
signed to sponsor its first radio 
program, “Sky King,” a new chil- 
dren’s program, for Peter Pan 
It will be heard 


days through Fridays, 5:15-5:30 
p.m. beginning Oct. 28. Needham, 
Louis & Brorby, Chicago, is the 
agency. 
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Paper is scarce and valuable 
... avoid hoarding and waste, 
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THE MARTIN CANTINE COMPANY 
SAUGERTIES, N. Y. 
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We ARE 
COOPERATING 


DEMAND SAFETY FROM 
WATER POLLUTION IN YOUR 
¢ ABER PLUMBING INSTALLATION 


Ly TO FIGHT “INFANTILE PARALYSIS 


’ DOMESTIC ENCINEERING . CHICAGO 


ROWING evidence points to a definite relation- 
ship between outbreaks of infantile paralysis and insanitary 
plumbing conditions. DOMESTIC ENGINEERING in its con- 
tinuing efforts to promote highest possible standards of sanita- 
tion and health throughout the country, several years ago 


launched an aggressive editorial program and nation-wide cam- 
paign to study this relationship. One phase of this effort is 
indicated by the emblem at the upper left. DOMESTIC 
ENGINEERING readers from coast-to-coast ... men and com- 
panies directly concerned with and responsible for the protec- 
tion of the health of the American public ... display this 
insignia as active and positive evidence of their efforts in the 
direction of stamping out suspected causes of polio in their 
respective communities. 


Typical of the many editorial programs which have long 
established DOMESTIC ENGINEERING as its industry’s most 
progressive, forward-looking service organization, the famous 
“FIGHT POLIO” campaign has made a great and broadly rec- 
ognized contribution to the good health and well-being of the 
nation. 


...What this 
DOMESTIC ENGINEERING 
Editorial Program 


Means to YOU! 


Hes is a vital project on which DOMESTIC ENGINEERING'’S edi- 
tors have devoted much energy for the past several years, working tirelessly in col- 
laboration with many health authorities. Here is a project on which an entire in- 
dustry has been cooperating and on which the achievements have been of direct 


benefit to millions of Americans. 


The “FIGHT POLIO” campaign is one of many programs. . . such as the “Cease 
Firing” Campaign, the “One Inch Sure” Campaign, the “Fuel Conservation” Cam- 
paign and others, developed and sponsored by DOMESTIC ENGINEERING during 
its fifty-six years of leadership . . . campaigns which have thus benefited the Plamb- 
ing, Heating and Air Conditioning Industry and the nation as a whole. 


As DOMESTIC ENGINEERING is superior in its editorial leadership so is 
DOMESTIC ENGINEERING superior as an advertising medium for manufacturers 
with products and equipment applicable to the plumbing, heating and air condition- 
ing field. The same overall leadership which has established DOMESTIC ENGI- 
NEERING’S outstanding service to its Industry and the American public is avail- 
able to manufacturers with messages for the Domestic Engineering Industry. 


5 Times 
a Winner 


1939, 1942, 1943, 1944 and 
1945! Five times DOMESTIC 
ENGINEERING has won top 
awards for outstanding editorial 
achievement in competition with 
400 of the nation’s leading business 
publications. 
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Chicago NAPR Elects 


William R. Harshe of William R. 
Harshe & Associates has been 
elected president of the Chicago 
chapter of the National Associa- 
tion of Public Relations Counsel. 
Other officers are Mitchell Mc- 
Keown of Mitchell McKeown Or- 
ganization, lst vice-president and 
program committee chairman; C. 
Cc. Greene, Doremus & Co., 2nd 
vice-president and clinic commit- 
tee chairman; Conger Reynolds, 
Standard Oil of Indiana, 3rd vice- 
president and admissions commit- 
tee chairman; Paul O. Ridings, 
Ridings & Ferris, secretary-treas- 
urer, and Frederick P. Bassett, 
Evans Associates, assistant secre- 
tary-treasurer. 


Biggest Promotion 
Opened for Arvin 


CoLumsBus, INp.— Despite the 
current market furore regarding 
FM bands on receiving sets, No- 
blitt-Sparks Industries, Inc., maker 
of Arvin radios, electrical appli- 
ances and car heaters, will spend 
about $200,000 during 1946 to boost 
the Arvin radio line, none of which 
is equipped with FM. Black and 
white pages and half-pages are ap- 
pearing in American Magazine, 
Collier’s, Cosmopolitan and The 
Saturday Evening Post and the 
schedule will be maintained until 


the end of 1946. 

To boost its electric irons, heat- 
ers, and automobile heaters, the 
company will spend another $200,- 
000 in consumer magazines includ- 
ing Better Homes & Gardens, 
Good Housekeeping, Ladies’ Home 
Journal, Country Gentleman and 
Successful Farming, in addition to 
the magazines which carry the 
radio copy. 

The aggregate expenditure of 
$400,000 represents about double 
the amount expended for the Ar- 
vin line in 1941, the last prewar 
year. 

Sidener & Van Riper, Inc., In- 
dianapolis, is the agency. 


Amoco Show to Tour 
Amoco dealers in nine cities will 
play host to the American Oil 
Company’s “Professor Quiz” dur- 
ing a 10-week tour the quiz troupe 
will take through the East and 
South starting early in August. 
American Oil recently renewed 
the quiz show, heard on ABC sta- 
tions Thursdays at 7:30 p.m., for 
another 52 weeks. Joseph Katz 
Company, Baltimore, is the agency. 


Adds Movie Department 

Lester “L.” Wolff, Inc., New 
York agency, has added a motion 
picture department headed by 
William W. Riethof, producer of 
motion pictures in Vienna, France 
and Belgium. 
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Wi// you 
lunch 

with Our 
President? 


YESTERDAY, Our President lunched with 
a top agency executive who knows his 
networks. 


To the consternation of O.P., he discovered 
that his friend’s conception of Mutual 
dated way back to 1945! So what else 
could O.P. do but tell the story of today’s 
Mutual (today being July 23). Among 
other things O.P. pointed out that... 


* Mutual added 46 stations in important 
markets in the past year. 


* Many Mutual outlets in major markets 
(such as Washington, Minneapolis, Jack- 
sonville, Pittsburgh and Canton) are 
going to more power and will enter more 
homes. WLW, KOB and WNAX are 
now carrying Mutual programs. 


* Further improvements are around the 
bend, in about 15 major markets. 


* The increasing popularity of Mutual’s 
more than 200 single-station markets has 
revised old coverage ideas. 


* Mutual is continuing to sell tested pro- 
grams to alert sponsors. Typical of these 
are: Queen For A Day, Special Investiga- 
tor, Twenty Questions, House Of Mystery, 
Real Stories, True Detective Mysteries, 
Mystery Is My Hobby and Nick Carter. 


* We have many other low-cost sponsor- 
able shows, such as ‘Married For Life,” 
“True Confessions,” ‘‘Leave It To The 
Girls,” “‘Alexander’s Mediation Board.” 


* In the past year, 19 advertisers increased 
to Full Network — including a few who 
are taking a summer vacation, but will 


come back full blast. 


There was much more that O.P. told his 
friend. For instance, he pointed out that 
the World’s Largest Network is the 
Nation’s Least Expensive network buy— 
an important consideration in these days 
of rising distribution costs. He empha- 
sized that your problems are Mutual’s 
problems because our success depends on 
your success on our network. 


As Our President can only eat one lunch- 
eon a day, he is deputizing our 25 sales- 
men to take some of you to luncheon and 
to feed you these and other statistics along 
with meat and potatoes. These salesmen 
will try and get the point over to you that 
in these ‘‘new model” days, it is the “new 
model” Mutual which will give you 
more for your money. 


Mutual 


Broadcasting System 


Advertising Age, July 29, 1946 


Louisiana Last 
to Lift Ban on 
Estrogenic Creams 


New YorK—The Louisiana 
State Board of Health, which 
halted the sale of estrogenic 
creams on Jan. 11, has lifted the 
ban and will permit sales of such 
products properly labeled, the 
Toilet Goods Association has an- 
nounced. 

Estrogenic creams, cosmetic 
preparations containing the female 
sex hormone estrogen, were for- 
merly banned in New York City 
and Virginia, both of which lifted 
the ban. Louisiana’s action thus 
enables such products to be sold 
throughout the country without 
restrictions other than the cus- 
tomary ones. 

The Council on Pharmacy and 
Chemistry of the American Med- 
ical Association attacked estro- 
genic creams last year (AA, June 
18, 1945), charging that claims 
that the products would remove 
wrinkles and skin blemishes were 
fraudulent. The AMA also stated 
that “some authorities believe the 
injudicious use of estrogen-con- 
taining cosmetic preparations may 
permit sufficient absorption from 
the skin to upset normal body ac- 
tivities.” 


Detroit to Get 
Video by Nov. 15 


DETROIT — WWJ, the Detroit 
News station, which was the first 
commercial radio station in the 
U. S., is about to claim another 
first—the first newspaper-owned 
station to get into television. 

Under a contract signed with 
the Allen B. DuMont Laboratories, 
the News will put a television sta- 
tion, Detroit’s first, in operation 
by Nov. 15. The antenna tower 
will be atop the Penobscot build- 
ing, Detroit’s tallest office struc- 
ture. Temporary studios will be 
in the WWJ building. 

Harry Bannister, general man- 
ager of WWJ and its FM station, 
also will manage the video outlet. 


duPont Demonstrates 
New ‘Telefilm’ 


A newly developed du Pont 
“telefilm” which will enable video 
stations to telecast public events 
much sooner after their occurrence 
than in the past was demonstrated 
in cooperation with NBC last 
week, 

The film, which carries a special 
emulsion giving improved detail to 
highlights and shadows in outdoor 
scenes, was used by NBC camera- 
men in Washington to photograph 
the final parade and presidential 
color ceremonies of the famous 
442nd Infantry Combat Team, all 
Nisei troops. The exposed film 
was flown to New York, where it 
was telecast in negative form over 
WNBT a few hours later. A re- 
versal process brought the scenes 
out in positive form on the tele- 
vision receiver screen viewed by 
demonstration guests in an NBC 
studio. 


To Palm & Patterson 


Dakota Ring Neck Lodge, Aber- 
deen, S. D., has appointed Palm & 
Patterson, Cleveland, to handle its 
magazine and direct mail adver- 
tising. 


DECALCOMANIA 
TRANSPARENCIES 


@ NATIONAL INSTALLATION 
SERVICE 

@ COAST TO COAST 

@ NO SUBCONTRACTING 

@ GUARANTEED SERVICE 
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2203 Fairmount Ave., Philadelphia 30, Pa 
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With ample format for the best in industrial journalism 
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FOR ALL MANAGEMENT MEN CONCERNED WITH MAKING AND MARKETING BETTER PRODU 


COST... the only 


real disadvantage of a 


staff-written magazine. 


STAFF-WRITING is the most costly way 
to publish a magazine—but in a magazine 
devoted to facts and their interpretation, 
as Modern Industry is, it is the one best way 
to publish so that readers get more realizable 
benefits from their reading efforts. 

A staff-written magazine gives the reader 
more. It gives him more accurate informa- 
tion, from a wider range of sources, better 
adapted to his needs, more thoroughly in- 
terpreted, and more attractively and use- 
fully presented. 

For instance: Winning product sales with 
motion study is just one of this issue’s many 
staff-researched, staff-written articles de- 
signed for all levels of management men. 
Like all Modern Industry articles, it has a 
needling purpose. It raises the sales impor- 
tance of this question—How many motions 
do people make when they use your product? 

Because pictorial journalism definitely is 
reader-preferred, 12 sharp-focus, story-tell- 
ing pictures do an interest-sustaining job for 
this story—while the brief, fact-packed text 
punches home stimulating suggestions to 
do something about the situation now. 

- Boiled down—there are 12 reasons why 
staff-research and staff-writing make Modern 
Industry more useful to more readers. We'll 
be glad to send them to you. 


*The key principles used by GM motion-study en- 
gineers could be adapted easily by makers of many 
different kinds of products, from paint-spray outfits 
to sewing machines. 


ON THE RECORD, for careful study, these paths of light show hand motion of lathe operator. Waste effort exposed, 
this way, suggests corrections in product designs. (See MI 7/15/46. p. 39 Winning product sales with motion study.) 


" - — Se aks | an . wd eM shale - i.» 
WORKER IDEA avoids bending, by rope — LEVER is another idea in GM movie EXTENSIONS make handwheels ac.) FOOT CONTROLS can replace hand 
that puts wheel in reach.* Machine Tools and Motions.* cessible with less effort, easier to turn.* — types to save work for operators.* 


More plants... , More management More reliable edi- More pictorial jour- 

reaches more than P™ men... largest U.S. torial material . . . nalism . . . picture- 

31,500 U.S. plants ‘ ©) coverage (at all influ- unbiased, objective _ eee stories best 

making 89% of manu- ential levels) of any staff-written articles, liked by all readers. 

factured products. Blankets magazine specifically edited triple-checked foraccuracy be- Nearly all articles use this 

all industries with more than for — and directed to — all fore printing, avoid the slant- interest-holding technic for 
50,000 copies every month. manufacturing industries. ing of contributed material. sharper presentation. 


Tear sheets of any of these articles from the 
July 15 issue sent on request. 


[) Are you headed for a sales 
collapse? 
More sales * Majority of U. S. firms, 
survey shows, have let their sales staffs 
yet anemic in seller’s market. They need 
plasma—quick. 


More area per page More visibility ...no More response . . . 

like Texas, solid advertising sec- again and again, ads 

Modern Industry tions to reduce sales produce inquiries backdrop of editorial 

gives more space— chances for your ad. from 50-366% lower character, pictorial 

40% more than usual busi- Every ad placed next or close, cost than same keyed ads in atmosphere, impressive di- 
ness publications. Now—pre- to editoria! material. This de- magazines with 3-20 times mensions .. . the stage is dra- 
sent your facts pictorially. livers the full reader traffic. greater circulation. matically set for advertisers. 


“ More prestige ...in- 
fluential audience — 


(J Winning product sales with 
motion study 
Product development From lathes 
to orange squeezers, thousands of prod- 
ucts have built-in waste motion. New 
Modern Industry published by MAGAZINES OF INDUSTRY, INC. 347 Madison Ave., N. Y. 17 ADVERTISING OFFICES: NEW YORK 17: 347 MADISON AVENUE studies bring easier-to-use goods. 
CHICAGO 6: 20 N. WACKER DRIVE » CLEVELAND 14: 513 UNION COMMERCE BLDG. » PHILADELPHIA 2: 220 S. 16TH ST. % SAN FRANCISCO 4: 68 POST ST. 
ATLANTA 3: 1722 RHWODES-HAVERTY BLDG. » LOS ANGELES 14: 403 W. 8TH ST. 
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Seals of Approval 
Code Okay Put Off 


New YorK—A proposed “Amer- 
ican Standard Practice for Certi- 
fication Procedures” which estab- 
lishes standards for seals of ap- 
proval, testing or guaranty, which 
was expected to have been ap- 
proved last week by a committee 
of the American Standards Asso- 
ciation (AA, July 15), has been 
re-submitted for several minor 
changes before final approval. 

The proposed changes in words 
and definitions will be sent to the 
committee for approval by mail 
ballot, but it is not expected that 
the standards will be rewritten for 
some time. 


Luxor Launches 
Baby Soap Ads 


CuHIcAGO—With a spanking new 
wrapper and a new 12-month ad- 
vertising campaign just getting 
under way, Luxor Ltd., a sub- 


sidiary of Armour & Co., is push- 
ing sales of Stork Castile, baby 
soap. 

With copy in 17 trade and con- 
sumer publications including Baby 
Care Manual, Baby Talk, Parents’ 
Magazine and Good Housekeeping, 
Ladies’ Home Journal, Motion Pic- 
ture, True Romances and others, 
Luxor expects to spend about 
$150,000 in the ensuing twelve 
months. Consumer publication ads 
will run about 100 lines. 

To promote its line, Luxor is 
also offering a combination pack- 
age including Stork Castile, Stork 
baby oil, and Stork baby talc. 

Foote, Cone & Belding, Chicago, 
is the agency. — 


Survey Determines Size 
Profitable Hobbies, published by 
Modern Handcraft, Kansas City, 
Mo., is now appearing in 8%xl11- 
inch size as the result of a survey 
made among its readers asking 
their choice between digest size, 
as it appeared for the first four 
issues, or larger size. The maga- 
zine will carry advertising, be- 
ginning with the September issue. 


Maxon Elects Laurie 
Vice-President 


William D. Laurie Jr., who re- 
cently returned to Maxon, Inc., 
Detroit, after service in the Navy, 
has been elected 
vice-president. 

Mr. Laurie 
is executive in 
charge of the 
Gooderham & 
Worts account, 
which includes 
William Penn 
whisky, Royal 
Banquet Scotch 
type whisky 
and John Col- 
lins gin. He first 
joined the 
agency in 1934. 


W. D. Laurie Jr. 


Towey Joins Adel 

Ed. J. Towey, formerly exec- 
utive vice-president in charge of 
sales, engineering, advertising and 
development of new products for 
Diamond Iron Works, Minne- 
apolis, has been appointed sales 
manager of the industrial division 
of Adel Precision Products Cor- 
poration, Burbank, Cal. 


: JACK 
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LEBOVITZ 


Young Philadelphia artist has 300 cartoons printed in 


Heigh-De-Ho, unique newspaper for talented youngsters, 


organized under sponsorship of The Evening Bulletin. 


The Evening Bulletin has a little independent newspaper within itself — 
Heigh-De-Ho—a regular feature written for and by the young people of 


Philadelphia. 


The columns are open to all. Contributors receive one point for each 
article, poem or cartoon published. The youngster who earns six points 


hundred regular “News Hawks”! 


. Heigh-De-Ho was founded by The Bulletin in June, 1937. Since 
that time uncounted thousands of Philadelphians have written for it. 
Each daily mail brings in more than one hundred contributions. And 
Heigh-De-Ho now has its own radio program, a variety show presented 


becomes a Heigh-De-Ho “News Hawk.” There are now more than fifteen 


every Saturday morning over The Evening Bulletin station, WPEN. 


Here, again, is another of the special activities which show how closely 


The Bulletin lives with the people of Philadelphia. These special activities 


help to explain why Philadelphians of all ages look to The Bulletin... 


‘ why they trust its editorial content... why they use its advertising 
‘ columns as their reliable shopping guide. 
* x x 


The Evening Bulletin is easily first in Philadelphia, with the largest evening 
circulation in America. It is read by four out of five Philadelphia families. 


IN PHILADELPHIA—NEARLY 


EVERYBODY READS THE BULLETIN 


'Nafional’ Group 
Says Comics Sales 
Continue Upward 


NEw YorK — Under the head- 
line, ‘‘ ‘Comics Magazines Decline’ 
... ?—to an All-Time High,” Na- 
tional Comics Group and its ad- 
vertising representative, Richard 
A. Feldon & Co., has published 
full-page and seven-column ad- 
vertisements in the New York 
Herald Tribune and Times, Wall 
Street Journal and Chicago Trib- 
une to take to task certain proph- 
ets of comics’ doom. 

Specifically, the insertion, 
through L. E. McGivena & Co., 
replied to recent statements in 
Time and the Wall Street Journal, 
both of which asserted that the 
comics’ circulation had dropped 
from their recent all-time peak 
of 40 million to 27 million a 
month, 

Sales of National Comics Group, 
the ad said, rose from 26,264,000 
in the first four months of 1945 
to 34,020,000 in the same period 
of 1946, a gain of 29%. 


Gives Detailed Data 


With an estimated 150 new pub- 
lications, including 55 new com- 
ics, going on the stands in the last 
year, and older magazines increas- 
ing print orders with more paper 
available, the ad explained, re- 
turns have mounted. “Compared 
with January, National Comics 
sales for April declined 13% in 
1945—and 17% for the same pe- 
riod in 1946,” the ad said, but var- 
ious products, including comics, 
“normally have a drop in sales 
in spring. 

“In ’46 the drop was larger— 
but total sales were larger.” 

National estimated combined 
monthly sales of a group of 123 
titles—“The largest publishers in 
the field, including our own Na- 
tional Comics, Dell, Fawcett, Par- 
ents’ Junior, Comic House, Fic- 
tion House, Thrilling, Premium, 
Quality, Street & Smith, United 
Features’’—to be 37,096,000 copies. 
To this were added a B group of 
30 more titles listed in Standard 
Rate & Data, with a guarantee of 
10,000,000 circulation monthly— 
which National, “to be very con- 
servative,” reduced to 7,500,000, 
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and a C group of 50 titles not 
listed in Standard Rate, which 
was estimated at 5,000,000. 

“This total of 49,596,000 copies,” 
the advertisement emphasized, “is 
hardly a ‘decline’ from a wartime 
‘peak’ of 40,000,000!” 

The insertion is being merchan- 
dised to 700 wholesalers. Na- 
tional may publish others, as oc- 
casion arises, on behalf of the en- 
tire comics field. 

Although distribution of comics 
continues to mount, some news 
distributors tell AA, net sales are 
expanding more slowly, and in 
some cases declining, due to higher 
returns. One major distributor 
says that his returns have in- 
creased from 2 or 3% to 25% in 
the last year. But more copies 
are being printed, too. 


Foreign Deals 
by British Seen 
for Radio Control 


Lonpon — British radio listen- 
ers will not be subjected to radio 
commercials as long as the Brit- 
ish government is able to make 
agreements with foreign broad- 
casting stations whereby objec- 
tionable material from the Brit- 
ish standpoint can be kept off the 
air. A government spokesman 
declared July 17 that such agree- 
ments could eliminate foreign 
broadcasting into England, and 
implied that such a deal might 
be the reason for failure of Radio- 
Luxembourg to begin broadcasts 
aimed at England (AA, June 24). 

Brenden Bracken, former Min- 
ister of Information, declared that 
as far as he could discover it ap- 
peared to be the intention of the 
British government to buy Radio- 
Luxembourg, but he termed this 
move “foolish.” 


Keep Current Page Size 


In accordance with the recom- 
mendation of the National Indus- 
trial Advertisers Association, Con- 
struction Digest, Indianapolis, will 
continue to use the 8% x 11% 
inch page size instead of changing 
Jan. 1, 1947, as was previously 
announced. Effective Nov. 1, 
1946, the size of the type page 
will be 7 x 10 inches, the column 
will be 2% inches and the white 
space between columns, % inch. 
On July 1, 1946, the basic page 
rate was increased from $110 to 
$140. This does not affect pres- 
ent advertisers until Jan. 1, 1947. 
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SKYWAYS’ editorial policy attracts people with an 
established enthusiasm for aviation in its entirety 
as well as those who are actively and personally 
participating in this field. It is a highly focused 
“special interest” type of publication with a double 
purpose: to serve readers who fly for pleasure or 
business and to develop and enlarge interest in 
aviation in all its phases. 

The constant aim of SKYWAYS is to keep ahead 
of aviation’s growth, thus creating more and more 
of the type of consumer who is air educated... 


who is “in the know” about aviation... who talks 
aviation at the drop of a hat and knows what he is 
talking about... who, with the rest of SKYWAYS’ 
readers, forms an enthusiastic audience for aviation 


advertising and a market for all aviation products. 

Your sales message in SKYWAYS is in a quality 
setting... the type of background that holds the 
interest and respect of buyers. In SKYWAYS you 
have the company of a quality of editorial presenta- 
tion which the aviation industry demands and de- 
serves — but which is obtainable only in SKYWAYS. 
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Antitrust Suits 
Hit Mimeograph, 
Optical Companies 


WASHINGTON—In a new flurry 
of activity involving the antitrust 
laws, the Department of Justice 
this week won an indictment of 
five companies and six individuals 
for alleged conspiracy to monopo- 
lize the mimeographing industry, 
and filed two civil suits accusing 
optical wholesalers of illegally 
giving rebates to eye doctors. 

In Cleveland, a federal grand 
jury returned the indictment nam- 
ing the A. B. Dick Company and 
Mimeograph Company Ltd., Chi- 
cago; C. H. Dexter & Sons, Inc., 
Windsor Locks, Conn.; John A. 
Manning Paper Company, Troy, 
N. Y.; Aldine Paper Company, 
New York, and six executives of 
these firms, including A. B. Dick 
Jr., president of the Chicago com- 
panies. Attorney General Clark 
said the defendants were charged 
“with a 50-year history of virtu- 


ally every practice violative of the 
antitrust laws” in crushing com- 
petition and maintaining a monop- 
oly in the mimeograph machinery 
and supply business. 

In Chicago, Mr. Dick declared 
that while his company pioneered 
in developing and improving the 
stencil duplicating business, it 
competes with 50 manufacturers 
of duplicating machines and more 
than 100 makers of duplicating 
supplies. The industry, he said 
in refuting the antitrust claim, “is 
one of the most highly competi- 
tive in the American economy.” 
Despite Justice Department in- 
vestigations during the past 15 
years, he added, the company has 
never been warned of possible 
antitrust law violations. 


Eye Doctors Hit 
The two civil suits, filed in 
Chicago federal court, named 


Bausch & Lomb, Rochester, N. Y., 
four subsidiaries and 30 doctors; 
and American Optical Company, 
Southbridge, Mass., both as a cor- 
poration and association, and a 


group of 20 doctors. The reputed 
Sherman act violations were com- 
mitted by fixing prices on eye 
glasses through the practice of 
rebating to the eye doctors about 
half of the price their patients 
paid for glasses. 


‘Nothing Illegal’ 


The rebate practice, said W. L. 
Hotchkiss, special assistant to the 
attorney general, is believed to be 
industrywide and the department 
is speeding up investigation of all 
wholesale companies in the opti- 
cal field, Other suits will be filed 
as quickly as possible if this be- 
lief is substantiated, he warned. 

M. Herbert Eisenhart, presi- 
dent of Bausch & Lomb, declar- 
ing that he does not believe any 
violation “can properly be 
charged,” said that the four 
wholesale companies affiliated with 
the manufacturer adopted an 
agency plan several years ago ex- 
plaining the dispensing service 
they provided doctor-customers. 
Bausch & Lomb, he said, engages 
in no dispensing activities. 


Business Paper 
Costs Soar; Rate 
Guarantees Cut 


Cuicaco — Faced with rapidly 
rising costs in virtually every de- 
partment, business paper publish- 
ers are generally being forced to 
abandon the traditional trade 
practice of protecting current ad- 
vertisers for a year when an- 
nouncing new advertising rates. 

J.-K. Lasser, nationally known 
accountant, recently computed an 
index of business paper publish- 
ing costs for Industrial Marketing, 
based on his study of cost figures 
from more than 100 business pa- 
pers. This index currently stands 
at 132.4 compared with 100 in 
1939, the base year, an increase of 
one-third. Currently composition, 
printing and binding costs are up 
50%; paper up 24%; circulation 


DALLAS NEWS 


GI VENTURE. Perhaps trail-blazing tor 
a new era in freighting, a little group of 
vine-ripened 
fruits, dew-fresh vegetables from the fer- 
tile fields of outlying Dallas into the city 
—and to other cities. Forty minutes from 
field to store. As distances shrink, the 
whole Dallas market becqgmes more and 


ex-servicemen are flying 


more unified. 


carriers hustling. 


NEW HOMES. At the low point dur- 
ing the war, addition of new homes 
(family units) in Dallas dropped to 
100 a month. Now it’s more than 500 
and climbing. Keeps The News’ city 


BIG WATER. Largest thing added to the Dallas-area 
map in recent years is Lake Texoma, 170-odd miles 
north of the city. It cost the government $54,000,000, 


ranks fifth in reservoir capacity, has a 1,250-mile coast 
line. Texoma is the largest of several new lakes in 
this area; for big chunks of Dallas’ rich farmland, 
water via irrigation has arrived. 


CIVIC SWEEP. Slashing like a benevolent lancet 
into the very heart of our city, soon will come the 
new Central Boulevard. Enlarging an old railroad 
right of way, this artery will be a triumph of city 
planning, traffic engineering and civic progress. The 


drawing shows one overpass; major traffic inter- 
sections are in the modern manner. 


Dallas — both urban and rural — is a hustling hive these days. Dallas Newsland is getting set to scatter old-estab- 


lished business “peaks” 


like tenpins. 


It’s sound growth, too — like the growth of The Dallas News itself. In the re-alignment of American markets and 
media — watch the climbing curve of Dallas! 


Sell the readers of The News and you have sold the Dallas Market 


Hallas Morning News 
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Representatives 
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records and solicitation up 10%; 
advertising solicitation up 5%; 
editorial preparation up 80%, and 
overhead up 40%. 

Best estimates of publishers and 
their graphic arts and accounting 
experts indicate that all of these 
items, plus postage, will rise even 
more rapidly between now and 
December. 


Require Quicker Protection 


Faced with these probable in- 
creases, plus substantial circula- 
tion gains since the end of the war, 
many publishers are now an- 
nouncing rate adjustments six 
months, or even 90 days before 
their effective date, instead of a 
year, the former general trade 
practice. 

McGraw-Hill Publishing Com- 
pany, largest business paper pub- 
lisher, with 27 industrial and trade 
magazines, has adopted a policy 
of giving advertisers the longest 
possible notice of rate adjust- 
ments. 

Queried by Anmnanints AGE, 
Nelson Bond, McGraw-Hill’s di- 
rector of advertising, said that it 
is not possible to guarantee a con- 
tinuance of the unwritten policy 
of announcing rate adjustments a 
year in advance of their effective 
date. 

“For some years past we have 
been able to follow that policy 
even though, in the general maga- 
zine field, a much shorter notice 
has been the prevailing practice,” 
Mr. Bond said. 


Circulation Gains Rapidly 


“Because of the _ substantial 
growth in circulation that followed 
the relaxation of the war-time 
‘freeze,’ many of our publications 
have had to announce rate in- 
creases to be effective during this 
year and next year. We have 
done our best to plan this expan- 
sion in accordance with our pol- 
icy of 12 months’ notice. How- 
ever, the combination of this cir- 
culation increase and constantly 
rising operating costs now must 
be taken into account in estab- 
lishing new rates. 

“We are sure that advertisers 
and agencies, all of whom must 
be cognizant of the progress and 
threat of the current inflationary 
trend, will understand why it is 
necessary for us to take this pre- 
cautionary measure against our 
becoming involved in an impos- 
sible situation.” 


Davey Plans Campaign 

Davey Compressor Company, 
Kent, O., for its mobile machine 
shops, will use full-page, two- 
color ads in American City, Con- 
struction Equipment News, Con- 
struction Methods, Contractors & 
Engineers Monthly, Engineering 
News-Record, Oil & Gas Journal, 
Public Utilities Fortnightly, Rail- 
way Engineering & Maintenance 
and Roads & Streets. Export ad- 
vertising will be placed in Cami- 
nos y Calles and Ingenieria Inter- 
nacional Construccion. The cam- 
paign also includes a direct mail 
program. Palm & Patterson, Cleve- 
land, handles the account. 


Lindsay Adds Account 


Royal Lounge Company, New 
Haven, maker of sectional furni- 
ture, has named Lindsay Adver- 
tising Agency, New Haven, to han- 
dle its advertising. Business pa- 
pers will be used. 


” Unsurpassed in : 
Quality at any Price * 


~6uze EA. in 100 Lots 
; 52+ EA. in 1000 Lots 
P POST CARDS or 4°x5°s | 30°x40° 53.85 EA. | 
$22.00 per 1000 Lots | 20°x30° 52.50 EA. : 
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To be in the know quick on what is happening in the 
field to new products of our clients and their 
competition, is one of the aims of this agency. You 
have to cover plenty of ground to judge accurately 
whether a new product is receiving a good 

reception in the South Bends, Manchesters, Ithacas 
and other test markets. And so field investigators of 
Sherman & Marquette, Inc., will fly in this sleek, 
new Stinson plane to markets we are interested in, 

so we and our clients may know what goes on, and in 
time to do something about it. This streamlined 

field research is part of the agency service 


we are rendering to the following client companies: 


COLGATE-PALMOLIVE-PEET COMPANY 
W. F. McLAUGHLIN & COMPANY 
THE QUAKER OATS COMPANY 
STERLING DRUG, INC. 


SHERMAN « 
MARQUETTE "« 


ADVERTISING 


CHICAGO 
NEW YORK 
HOLLY WOOD 
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New Broadcasting 
Company to Link 


Crosley Stations 


CINCINNATI—Station WLW here, 
WINS in New York and other 
broadcasting properties of the 
Crosley Corporation have been 
transferred to a new subsidiary, 
Crosley Broadcasting Company, 
following FCC approval of the 
transfer. 

Irving B. Babcock, president of 
Crosley Corporation, is chairman 
of the board of the new company, 
and James D. Shouse, formerly 
Mr. Babcock’s assistant with the 
parent company, becomes presi- 
dent of the wholly owned subsidi- 
ary. 
ciation of the broadcasting 
facilities from the other activities 
of Crosley Corporation, including 
manufacturing of radios, appli- 
ances and other items, is in com- 
pliance with the FCC ruling last 
year when it approved sale of 
Crosley Corporation to Aviation 
Corporation (AA, April 8). 


To Link Two Stations 


Besides WLW and WINS, the 
new company will operate more 
than a dozen international, ex- 
perimental and relay stations. Ap- 
plications for FM and_ video 
stations here, in Dayton and Co- 
lumbus, and for an FM station in 
Washington, are pending before 
the FCC. Crosley has announced 
plans to link WLW and WINS 
with a direct broadcasting line to 
run through Washington, where 
WLW originates many news pro- 
grams. 

Other officers of Crosley Broad- 
casting include Robert E. Dunville, 
vice-president and general man- 
ager; Elmer J. Boox, vice-presi- 
dent and treasurer; R. J. Rockwell, 
vice-president in charge of engi- 
neering, and Harry M. Smith, 
vice-president in charge of sales. 


Pledge Price Stability 


In full page and quarter-page 
ads now appearing in newspapers 
and business papers throughout 
the Middle West and South Cen- 
tral states, Marquette Cement 
Mfg. Company, Chicago, and the 
Hawkeye Portland Cement Com- 
pany, Des Moines, have pledged 
themselves to keep their prices in 
line with costs of manufacture 
and delivery, regardless of the 
future of government price con- 


The entire front page of The Times 
Herald's local news section is made 
up of city items exclusively... news 
that is close to the hearts of the 
readers... news that complements 
rather than supplements National 
and Foreign news. Prominence and 
dominance of local news has made 
The Times Herald the accepted 
“home town newspaper." 


THE DALLAS 


TIMES 
HERALD 


DALLAS’ GREATEST NEWSPAPER 


Represented by 


THE BRANHAM COMPANY 


Sullivan Named Director 


Dr. Betty J. Sullivan, chief 
chemist and head of laboratory 
control and research of Russell- 
Miller Milling Company, Minne- 
apolis, since 1927, has been elected 
a director. 


Williams to Detroit 


Warren H. Williams, on the 
sales staff of the Inland Steel Com- 
pany, Chicago, has been appointed 
assistant district sales manager of 
the Detroit office. 


re Ady ae de etle e 
ad 


Agency Plans 
Personnel Trade 
with Cuban Firm 


Cuicaco—On a sort of “lend- 
lease” basis, key executives of 
Burton Browne Advertising will 
be exchanged for a two to three 
months’ period with executives of 
Publicidad Alvarez Perez, Havana, 
Cuba, agency, with whom Burton 
Browne last week announced affili- 


ation. First switch of writers and 
artists is set for late August or 
early September, 

The affiliation was announced 
by the newly formed Burton 
Browne International agency, a di- 
vision created to handle export 
advertising. It follows the recent 
announcement of a similar pact 
with Publicidad Interamericana, 
Mexico City advertising agency, 
and other tie-ups are planned in 
Central and South America. 

E. J. Conlon, account executive 


Advertising Age, July 29, 1946 


with the new division of Burton 
Browne Advertising, who recently 
returned from Cuba, says interest 
in U. S. goods and their advertis- 
ing there has reached a new pitch. 


Two Name Morgan 


Lineas Aereas Mexicana S. A.,, 
the Lamsa Airlines, and Travel 
S. A., both in Mexico City, have 
appointed Morgan Advertising 
Agency, Phoenix, to handle their 
advertising. Newspaper campaigns 
will be used by both. 
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Advertising Age, July 29, 1946 


Ex-G.Ls Form Agency 


Edwin H. Snyder and Peter Al- 
port, recently released from the 
y, have opened an advertising 


agency at 707 S. W. Westwood Dr.,| C 


Portland, Ore. Both had had 
newspaper and public relations 
experience prior to the war. 


Elects Case, Shelton 


Mrs. Tina B. Case and Wilson A. 
Shelton, both copywriters, have 
been elected vice-presidents of 
Kenyon & Eckhardt, New York. 


Perrett Names Pearre 


William P. Pearre, formerly with 
Ruthrauff & Ryan, Hollywood, and 
previously West Coast manager of 
aples Company, has been ap- 
Pointed account executive of the 
Perrett Company, Los Angeles. 


Appoints Krakora 


George Krakora, formerly with 
the Phillip Andrews Publishing 
Company, has joined the national 
advertising sales staff of the Wall 
Street Journal, New York. 


Fire Insurance 
Group Expands 
lts Budget 40% 


New YorK—National Board of 
Fire Underwriters probably will 
increase its advertising expendi- 
tures from 40 to 50% in the fiscal 


year which started May 1, AA 
was informed. 

The magazine expenditure al- 
ready has been expanded from 
less than $100,000 last year to 
$250,000. Collier’s, Farm Jour- 
nal, Look, Pathfinder, and The 
Saturday Evening Post are the 
principal magazines scheduled. 
The board ended an Earl God- 
win news commentary series on 
the full ABC network July 11, 
and now is considering a “larger” 
program. Its radio expenditure 


5 Rieu hats, belts, compacts— Wieboldt’s cus- 
tomers pick them out of the air. 


Like the people who have patronized its stores for 


over sixty years, Wieboldt’s is a smart shopper. 
Nine years ago Wieboldt Stores, Inc. began to test 
the selling power of radio in America’s second 


market—Chicago. Naturally, it checked coverage, 


circulation, listener preference and sales results of all 


Chicago radio stations—naturally it chose WMAQ! 


Since January 1937 Wieboldt’s has continuously used 
WMAQ to bring friendly sales messages to an ever- 
increasing and always responsive audience. Today, 
its current programs, Your Neighbor (Monday— 
Friday), and Hi-Time (Saturday), are heard by thou- 


sands of loyal listeners at 8:00 A.M. 


WMAQ-—THE CHOICE IN CHICAGO 


WMAQ, the oldest station in Chicago, has always 
been first choice of listeners and advertisers alike. 
Compelling local features and the NBC Parade of 
Stars make it Chicago’s dominant station. Sales 
results make it the best advertising buy. 


‘FIRST IN CHICAGO. 


50,000 WATTS 670 Kc. 
| Represented by NBC SPOT SALES 


Wie Pe ie 


ee 
Fteeaaeerss 2 


ll 


last year was $350,000. MacFar- 
land, Aveyard & Co. handles the 
account. 

The current campaign urges 
policyholders to protect their in- 
terests in these times of scarci- 
ties and inflation by carrying ade- 
quate insurance on their homes 
and other property. 


Pamphlets Sent Out 


This year, as it has been since 
1922, the week of the Chicago 
Fire—Oct. 9, 1871—has been des- 
ignated Fire Prevention Week by 
presidential proclamation. A pam- 
phlet, “Safeguarding America 
Against Fire,” is being distributed 
by the board to individuals and 
local organizations. A new leaf- 
let, “60 Ways to Prevent Fire in 
Your Home—yYour Business — 
Wherever You Are,” contains fire- 
prevention suggestions, presents 
a guide for inspecting homes and 
a reproduction of a modern house 
with walls cut away to show 
eae where hazards may 

e. 

The board holds a gold medal 
awards competition for outstand- 
ing public service in fire preven- 
tion by press and radio during the 
calendar year. The board’s Oc- 
tober copy features the week. 
Mats adapting this are prepared 
for insurance agents and local as- 
sociations. 


Heads Music Merchants 


Louis G. LaMair, president of 
Lyon & Healy, Chicago, has been 
elected president of the National 
Association of Musie Merchants. 
Other officers elected at the re- 
cent NAMM convention and trade 
show at the Palmer House (AA, 
July 22) are: Vice-president, 
George L. Byerly, president of 
Byerly Brothers Music Company, 
Peoria, Ill.; secretary, Bernie May, 
May’s Music Company, Albuquer- 
que, N. M., and treasurer, William 
R. Steinway, Steinway & Sons, 
New York. 


in New Bedford. 


Massachusetts 


Weekly PAYROLLS 
are actually running 
HIGHER than ever 
before —including 
the War Period / 


OVER 


$100,000 


Weekly Payroll Increase 


Payrolls of Approximately 
$75,000,000 Annually 


—And that’s not all 


The vanguard of over a 
half million summer vaca- 
tionists are arriving at Cape 
Cod, Martha's Vineyard 
and Nantucket and will join 
the Home Folks and shop in 
Greater New Bedford 
Stores. 


Rep. by Gilman, Nicoll @ Ruthman 
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The Battle of Distribution 


The activities of Monitor Equip- 
ment Corporation, whose guiding 
spirits include several individuals 
once prominent in the affairs of 
General Electric Company, have 
been chronicled in these pages 
from time to time at considerable 
length, because we believe the 
Monitor story demonstrates as well 
as any the shape of the distribu- 
tion battle which lies ahead. 

This battle thus far has not been 
joined in its full fury, because we 
are still operating in a chaotic and 
artificial market in which supply 
continues to be the all-important 
consideration. But sooner or later 
it is inevitable that the major em- 
phasis will shift from production 
to selling, and when that time 
comes the battle of distribution 
will rage as it has never raged 
before. 

Production resources and know- 
how have been multiplied many 
times over and broadcast over the 
land during the past five years. No 
one knows, but few believe there 
has been any comparable increase 
in the know-how of selling. Yet 
all but the most stubborn concede 
that he who has access to the con- 
sumer’s ear—and her pocketbook 
—will inherit the future. 

Monitor Equipment demonstrates 
one dramatic phase of this strug- 
gle for the consumer’s ear. Moni- 
tor is a “distributor-owned appli- 
ance company which will market 


under its own name a complete 
line of 35 home appliances made 
by 32 manufacturers.” Monitor 
will do the marketing, and as far 
as the consumer is concerned, the 
32 manufacturers who make the 
appliances will not even exist. 

The pattern of retailer or dis- 
tributor - dominated markets, with 
manufacturers shorn of all mar- 
keting functions, is not a new one. 
It exists in the mail order field, 
to a large extent in the chain store 
field, and it has been given great 
impetus in the voluntary chain 
field. Now, with thousands upon 
thousands of manufacturers eager 
for business, many of them with 
little or no marketing experience, 
it is sure to be enlarged... 

Before the era of national ad- 
vertising and marketing, the re- 
tailer was the boss of the market- 
place. But most retail businesses 
serve limited areas, and the strong 
national promotion of manufac- 
turers’ brands helped to develop 
an era when the manufacturer’s 
brand carried more weight than 
the distributor’s recommendation. 

Now that enviable position of 
the manufacturer’s brand is likely 
to be challenged more seriously, 
and on a more widespread scale 
than ever before. No producer of 
branded, advertised merchandise 
can afford to overlook the impli- 
cations that this challenge holds 
for him and his business. 


It Works Both Ways 


Ketchum, MacLeod & Grove, 
Pittsburgh agency, publishes a 
small house organ, “Dividends,” 
which contains brief discussions of 
business problems with which we 
usually agree. The current issue 
tells some hair-raising stories 
about the lack of business knowl- 
edge in Washington. 

It says, with considerable jus- 
tice, that few Congressmen know 
anything about the sales, manu- 
facturing, research, purchasing 
and personnel problems of Ameri- 
can business, but adds that this 
situation can be remedied if busi- 
ness will take the trouble to tell 
official Washington some of the 
more fundamental facts of busi- 
ness life. 

This is so true that it requires 
no bolstering by us. But we should 
like to point out also that while 
few in Washington know anything 
about business, an equally small 
number of business men know 


anything about Washington. While 
they are educating Washington on 
the subject of business, it would 
be an excellent idea for the re- 
sponsible representatives of busi- 
ness to educate themselves on gov- 
ernment. 

The WPB man who is said (in 
a purely apocryphal story, we sus- 
pect) to have suggested that some 
metal could be saved by remov- 
ing horses’ shoes from their feet 
to avoid wear during the night, is 
in reality no more to be censured 
than the business man who doesn’t 
know the names of his representa- 
tives in Congress, or the commit- 
tees on which they serve, and who 
has some difficulty understanding 
why Rep. Zilch isn’t a member of 
the Senate finance committee. 

Educate official Washington 
about business, by all means. But 
let us not neglect the opportunity 
to educate business about official 
Washington, too. 


—Rand McNally & Co 


“| want some water, some air, my windshield wiped, and a road map." 


Complete with Spurs 

We have on our desk a release 
which exudes the perfume of 
sagebrush, Hollywood variety. It 
comes from RKO radio, and says 
in part: 

“Already completed is ‘Sunset 
Pass,’ with RKO Radio’s tall-in- 
the-saddle new western star, 
James Warren, heading a cast 
which includes Jane Greer, Nan 
Leslie and John Laurenz, as Chito 
Rafferty. . . . Now in production 
is ‘Code of the West,’ with James 
Warren again as the rugged knight 
of the saddle. In preparation is 
‘To the Last Man,’ while Producer 
Herman Schlom, who with Execu- 
tive Producer Sid Rogell has 
guided the production reins on all 
of RKO Radio’s Zane Grey west- 
erns, has scheduled ‘Under the 
Tonto Rim’ and ‘Wild Horse 
Mesa’ to follow.” 

Two or three things strike us 
about this particular release. Tall 
in the saddle, it seems to us, is an 
adjective to describe a big man, 
and it evidently appeals to Holly- 
wood, since Universal bought 
Ernest Haycox’s novel of that 
title, and produced a picture called 
“Tall in the Saddle,” which 
starred John Wayne. But the ad- 
jective apparently is now part of 
the public domain, and for all of 
us Mr, Warren may loom like a 
skyscraper in his stirrups. 

The second thing that bothers 
us is, who is Chito Rafferty in this 
epic? Probably Mr. Warren, the 
rugged knight, but from the sen- 
tence structure one almost leans 
to Mr. Laurenz. 

Finally, the picture of Messrs. 
Schlom & Rogell “guiding the 
production reins” (and that’s the 
first guided rein we’ve met) is 
absolutely fascinating. Zane Grey 
never penned a more vivid line. 


Telling the Story 

On many an occasion this de- 
partment has lamented the fact 
that newspapers seem to be lost in 
the humdrum of daily operations, 
and to have shuffled off much of 
the glamor with which they were 
once surrounded. We’ve com- 
mented, too, on the relative dearth 
of material published for the pub- 
lic, to re-infect the ordinary reader 
with the excitement of the news- 
paper business. 

Now comes the’ San Francisco 
Call-Bulletin with a booklet, “The 
World at Your Doorstep,” which 
is a fresh and largely successful 
effort to transmit a bit of the 


newspaper thrill to its readers by 
taking them behind the scenes so 
they may see and measure the 
scope of the newspaper operation, 
its size and speed. 

The Call-Bulletin’s booklet will 
serve as an “all purpose’”’ piece. It 
will be sent to new subscribers 
with a letter from the publisher; 
it will serve as a souvenir piece 
for individuals who tour the plant; 
and it will be made available to 
advertisers, to inform them re- 
garding the paper’s character and 
editorial content. 


Jungle Bill 
Our Times Square reporter 

notes that the marquee of the 
Times Square Theater recently 
offered: 

“King Kong” 

“Son of Kong” 

“Louis vs. Conn” 


World’s Work Dept. 

We are indebted to Fairchild 
Publications for the news that 
“Mack Goldman has just been 
appointed to the advertising staff 
of Women’s Wear Daily, to spe- 
cialize in the coverage of the cor- 
set industry.” Mr. Goldman had 
previously been on the editorial 
side, covering lingerie and corsets. 


Jottings 

Dri-Shaker Products, Miami, 
has developed a salt shaker which 
releases salt from the bottom, 
won’t clog due to humidity, and 
can hold both salt and pepper, 
dispensing either by a turn of an 
indicator. ... 

Sharp copy: that Burma-Shave 
headline, ‘““Makes Misses Mrs.”... 

Now that the Army and Navy 
have stopped absorbing virtually 
all the flags in the country, the 
banner business is getting back 
to normal. In San Francisco, A. S. 
McLorg, manager of Emerson Mfg. 
Company, says business is boom- 
ing, that the industry ought to do 
about $5 million this year, and 
that “We (meaning Emerson) 
could do about 50% more if ma- 
terials were available.” ... 

According to Department Store 
Economist, the recreational travel 
market by 1950 will be around $15 
billion annually. Accordingly, 57 
major stores in 35 cities with an 
estimated annual sales volume of 
$1.35 billion, have installed travel 
bureaus. . . 

The Journal-Standard, Freeport, 
Ill., is running a weekly full page 
for teen-agers, written in spritely 
style, and called The Reet Sheet. .. 


The following documents may 
be secured without charge from 
companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. Address Ap- 


VERTISING AGE, 
Chicago 11, Ill. 


No. 2671. Salesmen’s Route Lists. 


These route lists for liquor and 
beer outlets, food stores and drug 
stores, issued by the Journal- 
Times, Racine, Wis., include 
county and city maps, with the 
city maps divided into districts 
to facilitate location of outlets. 
Stores are routed in logical order 
for calls, managers’ names are 
listed and types of outlets are in- 
dicated. 


No. 2672. First Report of Con- 
tinuous Market Survey. 


Implement & Tractor has issued 
this market study, the first report 
of the publication’s continuous 
survey, which was based on a poll 
of 9,500 of its’ 15,000 retail sub- 
scribers, The study provides the 
answers to questions on merchan- 
dising activities involving “full 
lines,” “short lines,’ rural elec- 
trification, dairy equipment, etc.; 
service activities, number of shops, 
contemplated equipment additions, 
extent of new building, modern- 
ization of present establishments 
and many other details. 


No. 2673. WDGY Coverage Map. 


Station WDGY, Minneapolis- 
St. Paul, has issued this color 
map, which includes tabulations 
of data on population, radio 
homes, income, sales and other 
market data for its primary and 
secondary coverage areas. 


No. 2653. True Story Readers. 

This brochure, issued by Mac- 
fadden Publications, is based on 
a recent survey of True Story 
reader families and gives a picture 
of the scope of the magazine’s 
wage earner market. True Story 
families are mostly wage-earner 
families, it is pointed out, and the 
figures in the book show size of 
families, occupations of family 
heads, education and many other 
details. 


No. 2654. Complete Market Infor- 
mation About Iowa and the 
Des Moines Register and Trib- 
une, 

Coverage of the daily and Sun- 
day editions of the Des Moines 
Register and Tribune is shown in 
this folder by means of color 
maps, which are accompanied by 
a table of detailed market infor- 
mation. Population; retail, food 
and drug sales; farm income and 
home and car ownership are 
shown, among other data. 


No. 2649. Fort Wayne Market 
Map. 

The News-Sentinel, Fort Wayne, 
Ind., has issued this map, one side 
of which is printed in color, with 
a color key indicating monthly 
rentals in residential areas. The 
reverse side provides a map of the 
city’s retail trading area, with a 
table showing mileage between 
Fort Wayne and other cities and 
towns designated, and a county 
table of retail sales by classifica- 
tion. 


100 E. Ohio St., 


No. 2650. Decalcomania Sign Ad- 
visor. 


The Meyercord Company has is- 
sued this brochure, which, with 
full-color reproductions, illustrates 
the many and various kinds of 
Meyercord decals and shows how 
they can be put to work on deal- 
ers’ windows, show cases, count- 
ers, etc. 
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Selznick f Spend 
§2 Million in Ads 
for ‘Duel in Sun’ 


Hottywoop — David O. Selz- 
nick’s new film, “Duel in the 
Sun,” will be given one of the 
longest and most expensive pre- 
release advertising campaigns in 
movie history, and its total ad- 
vertising expenditure of $2 mil- 
lion is likely to set a record for 
a single picture even in this town 
of superlatives. 

The expenditure is equally di- 
vided between the pre-release 
and after-release campaigns. The 
campaign will have run approxi- 
mately one year before the pic- 
ture is released. 

Through Foote, Cone & Belding, 
Selznick’s national magazine ap- 
propriation for the pre-release 
drive is $300,000, while news- 
papers will get $200,000 and radio 
$200,000. The remainder of the 
pre-release budget, about $100,- 
000, will be spent on _ special 
events. 

The second million will be 
spent largely in newspapers, out- 
door and radio. 


‘Warm-Up’ Under Way 


As a sort of warm-up for the 
big splash, the cast of ‘Duel in 
the Sun” provided copy for a 
two-color campaign in single col- 
umns in American, Cosmopolitan, 
Redbook, Collier’s, Look, Time 
and Liberty. The cast includes 
Jennifer Jones, Joseph Cotten, 
Gregory Peck, Lionel Barrymore, 
Lillian Gish, Walter Huston, 
Charles Bickford, Herbert Mar- 
shall, Otto Kruger, Harry Carey 
and Joan Tetzel. 

This was followed with a series 
stressing the title and the three 
stars, Jennifer Jones, Joseph Cot- 
ten and Gregory Peck. The third 
phase will begin in the fall and 
use Ripley “Believe It or Not” 
drawings to emphasize the size 
of the production. 

At the same time, Selznick will 
inaugurate a newspaper and ra- 
dio schedule, and late in the fall 


the magazine drive will be 
stepped up to include almost 
every major weekly, monthly, 


women’s and fan magazine in the 
country. 


“Phenomenal Success" 
Is Winston-Salem's Drive 
For War Memorial 
Coliseum! 


From children's pennies to business 
men's dollars, all races and creeds 
responded phenomenally to Win- 
ston-Salem's drive for a $750,000 
War Memorial Coliseum . . . with 
the campaign being over-subscrib- 
ed by 15% — and with further 
contributions coming in daily to 
swell a total that may yet reach 
one million dollars. This is the fore- 
most and first memorial campaign 
completed in the United States... 
and is comparable in size to ge 
which might be undertaken b 
ce ag | of almost half a million 
people. This is just another indica- 
tion that Winston-Salem people 
possess the “drive” to do worth- 
while things .. . and quickly! And 
it all adds up to Winston-Salem's 
being a market where advertising 
"drive" will pay off, too! 


JOURNAL and SENTINEL 
Winston-Salem, N. C. 
National Representatives: 


KELLY-SMITH COMPANY 
NBC — Radio Station WSJS — NBC 


Outdoor posting will start in 
Texas late in the summer, and 
spread through 100 _ principal 
cities. 

The special events program has 
already included such promotions 
as a parachute drop at the Ken- 
tucky Derby, an aerial circus 
over principal cities in Texas, a 
tour of 90 cities by four glamor 
girls, and a sunflower contest in 
Wichita, Kan., in association with 
the Beacon, to which that news- 
paper gave a front-page story 


every day for nine weeks. 

The schedule also includes 14 
fan magazines and a business pa- 
per campaign. According to the 
Selznick office, “the four words 
‘Duel in the Sun’ will be the 
heaviest exploited and advertised 
four-word combination ever to hit 
this country.” 


Enters Plastics Field 


O’Sullivan Rubber Corporation, 
Winchester, Va., manufacturer of 
rubber heels, has entered the plas- 


tics field with a patent plastic 
product to be used in the making 
of shoes, women’s handbags and 
belts. A trade campaign, through 
Justin Funkhouser & Associates, 
Baltimore, is planned. 


Field Buys 4th Station 


Field Enterprises, Inc., has 
bought Station KJR, Seattle, for 
$700,000 from Birt Fisher. Sale 
of the 5,000-watt station must be 
approved by the FCC. Field En- 
terprises also owns Station WJJD, 
Chicago; WSAI, Cincinnati, and 
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KOIN, Portland, Ore., as well as 
the Chicago Sun, Parade, Quarrie 
Corporation, Simon & Schuster and 
Pocket Books, Inc. 


‘Philately’ Makes Debut 


Philately, a weekly news maga- 
zine for stamp collectors, pub- 
lished by Comfort Press, St. Louis, 
will make its appearance Aug, 2, 
with a guaranteed circulation of 
20,000. Luther Williams is pub- 
lisher and David Lidman, former : 
stamps editor of the Chicago Sun, 
is editor. 


HE priors 


THE “QUIZDOWN” 


N MARCH 30, 1946, there began in Detroit 
a new sort of newspaper public service. 


With the cooperation of Arthur H. Dondineau, 


Superintendent of Detroit’s Public School system, 
and the Rev. Father Carroll F. Deady, Director 
of the Parochial Schools of the Catholic Diocese 


of Detroit, The Free Press inaugurated a “Radio 
Quizdown” over station WXYZ. 


Each Saturday morning in Detroit’s Music 
Hall, between 11:00 and 11:30 a.m. twelve 
students from the fourth, fifth, and sixth grades 


of the respective school systems compete by 


teams in a ‘“Quizdown” whose questions are 


submitted by school 


students and based upon 


the semester’s curriculum. 


Such a program requires some expert ‘‘father- 


ing” and mentoring. And to this job, Dale Stafford, 


Managing Editor, assigned Arthur Juntunen, Staff 


Writer, who had already won many laurels for 


*ARTHUR JUNTUNEN 
Staff Writer 


the excellence of his human interest stories in 


Free Press columns. 


The work of Juntunen in publicizing this enter- 


prise, and maintaining contact with scores of school 


teachers and thousands of students has been notable. 


Here is an extra-journalistic activity that has 


tremendously stimulated the interest of Detroit's 


“small-fry” in their newspaper. We believe this 
is important, for these children of today are your 


customers of tomorrow. 


Dhe Detroit Free Press 


JOHN S. KNIGHT, PUBLISHER 


Story, Brooks & Finley, Inc., 


Representatives 
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Congress Okays 
Funds for FTC, 
War Surplus Ads 


WASHINGTON — Final Congres- 
sional action was completed last 
week on the new budget for the 
War Assets Administration, in- 
cluding a $21,100,000 advertising 
program aimed at potential buyers 
of war surplus property. 

Both houses of Congress ap- 
proved a total budget of $435,000,- 
000, which marks a cut of $110,- 
000,000 in the care and handling 
costs of segregating Army and 
Navy surplus materials. The full 
advertising program won approval, 
however, including $8,000,000 ear- 
marked for newspaper, radio and 
periodical advertising, and a simi- 
lar amount for catalogs, listings, 
brochures and direct mail (AA, 
July 1). Fuller & Smith & Ross is 
the agency in charge of WAA ad- 
vertising. 

Congress also put the finishing 
touches to the appropriation bill 
financing the proposed expansion 
of the Federal Trade Commission. 
Both houses agreed on a special 
$325,000 budget, representing a 
sharp cut from the $857,000 orig- 
inally requested, but at least a 
higher sum than set by the House 
—$255,000. 

FTC made a special request for 
the funds to reorganize its work 
with industry groups, including 
widespread investigations and in- 
dustry codes which would elimi- 
nate unfair trade practices with a 
minimum of cost and _ litigation 
(AA, June 24). The House ap- 
propriations committee, which 
trimmed the expansion figure 
drastically, took pains to point out 
that it favors the “code” idea but 
that it also believes the job can be 
handled largely by the present 
FTC personnel. 


Baking Companies Merge 
Negotiations have been com- 
pleted, subject to approval by 
stockholders at meetings in Sep- 
tember, for the merger of Con- 
solidated Biscuit Company, Chi- 
cago, and J. B. Carr Biscuit Com- 
pany, Wilkes-Barre, Pa. Guido 
Rahr, chairman of Consolidated, 
will continue as chairman of Carr- 
Consolidated, and J. B. Carr, 
president of the Wilkes Barre com- 
pany, will be president of the new 
organization. R. C. Bristow, who 
has been Consolidated’s president, 
will became vice-president and 
treasurer of Carr-Consolidated. 


GET THE 
CLIPPINGS— 


News Items—Publicity 
—Retail Dealer Ads— 
Editorials. We read 
5,000 Newspapers and 
Magazines. Each Clip 
Mounted on Slip 
Showing Name—Date 
—Circulation of Pub- 


lication 


PRESS CLIPPING BUREAU 
165 Church Street, N.Y.C.7, N.Y. 
BArciay 7-S371 


Opens Picture Coniest 


The fourth annual Britannica 
Book of the Year News Photog- 
raphy Contest has been launched 
by Encyclopedia Britannica, Chi- 
cago. Prizes totaling $525 in cash, 
three sets of the “Britannica,” 
nine copies of the “1947 Britannica 
Book of the Year” and nine cer- 
tificate awards will be made for 
the best photographs taken by 
news photographers throughout the 
world during 1946. The contest is 
divided into three categories: spot 
news, sports photographs, and fea- 
ture and pictorial pictures. Only 
pictures which have been pub- 
lished in newspapers or magazines 
may be submitted, and all entries 
must be postmarked not later than 
midnight Jan. 4, 1947. 


WFIL Appoints Quirk 

James T. Quirk, who recently 
returned to Station WFIL, Phila- 
delphia, after serving in the Army, 
has been named acting promotion 
manager of that station and WFIL- 
FM, succeeding Arthur C. Scho- 
field. Mr. Schofield has joined the 
staff of Frequency Modulation 
Business, New York. 


T. Anderson 


H. Fontaine 


HEAD CANADIAN AGENCIES—T. L. Anderson, vice-president and man- 
aging director of Cockfield, Brown & Co., was elected president of the Ca- 
nadian Association of Advertising Agencies at the annual meeting held 
recently in Toronto. Hector Fontaine, president of Canadian Advertising 
Agency, Ltd., was elected vice-president, and Harry M. Tedman, general 
manager of J. J. Gibbons, was elected secretary-treasurer. 


H. M. Tedman 


Magazine Sells 2-for-1 

Bronze Research Services, Phila- 
delphia, which earlier this year 
began publishing Bronze Woman, 
monthly Negro women’s magazine, 
has begun publishing Bronze 
Housekeeper, and is offering the 
two publications as a package sale 
for 15 cents. 


GovernmentDrops 
Ethy] Trust Suit 


WASHINGTON—The Justice De- 
partment has dismissed an anti- 
trust suit against Ethyl Corpora- 
tion and 140 oil companies, be- 
cause the original charges, filed in 
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1940, no longer applied to them, 
or because the defendant com- 
panies had been dissolved or di- 
vorced from ownerhip by major 
companies. 

This leaves 228 defendants still 
in litigation in the famed “Mother 
Hubbard” action. 

The original complaint charged 
Ethyl with prohibiting through its 
licensing system the blending, use 
or marketing of tetraethyl lead 
fluid by non-defendant companies. 
It is also charged that Ethyl did 
not approve applications of inde- 
pendent refiners who sold gasoline 
“at prices below those fixed and 
maintained by the defendants.” 


‘Courant’ Names Three 


Howard E. Palmer, in the dis- 
play advertising department, and 
Arthur F. Smith, on the advertis- 
ing staff, have been appointed 
local display advertising manager 
and national advertising manager, 
respectively, of the Hartford Daily 
Courant. John L. Coughlin, acting 
advertising director since June 5, 
has been named advertising di- 
rector. 


171 Exclusive Tie-ins 


AKRON, OHIO*—The M. O'Neil Co. 
A. Polsk 


() 

ALLENTOWN, PA.—Hess Brothers 
ALLIANCE, OH1O—Spring-Holzworth 
ASHEVILLE, N. C.—Bon Marche, Inc. 
ASHTABULA, OHIO—Carlisle Allen Co. 
ATLANTA, GA.— 
ATLANTIC CITY, N. J.—M. E. Blatt Co. 
BALTIMORE, MD.*—Hochschild, Kohn & Co. 


O'Neill & Co. 
an ROUGE, LA.—The Dalton Co., Inc. 


Rich’s, Inc. 


ATTLE CREEK, MICH.—L. W. Robinson Co. 
BINGHAMTON, N. Y.—Hills, McLean & Haskins 
BIRMINGHAM, ALA.—Louis Pizitz Dry Goods Co. 
BOSTON, MASS.—Jordan, Marsh Co. 
BRIDGEPORT, CONN.—Howland Dry Goods Co. 
BROOKLYN, N. Y.—Abraham & Straus 
BUFFALO, N. Y.*—J. N. Adam & Co. 


The William Hengerer Co. 


CANTON, OHIO.*—Erlanger Dry Goods Co, 


Stern & Mann Co. 


te 
CEDAR RAPIDS, |OWA—Killian Co. 
CHARLESTON, W. VA 


CHARLOTTE, N. 


. VA.—The Diamond 
C.—J. B. Ivey & Co. 


CHATTANOOGA, TENN.—Loveman’s, Ine. 
CHICAGO, ILL.—Carson, Pirie Scott & Co. 
CINCINNATI, OHIO—Mabley & Carew Co. 
CLEVELAND, OHIO—The Halle Brothers Co. 
CLINTON, |OWA—J. D. Van Allen & Son, Inc. 
COLORADO SPRINGS, COLO.—Kaufman, Inc. 


COLUMBUS, 


OHIO—F. & R. Lazarus Co. 


CRAWFORDSVILLE, IND.—Goodman’s Dept. Store 


CUMBERLAND. 


, MD.—Rosenbaum Bros., Inc. 


DALLAS, TEXAS—Neiman- Marcus 
DAVENPORT, |OWA—M. L. Parker Co. 
DAYTON, OHIO—Rike-Kumler Co. 
DECATUR, ILL.*—Block & Kuhl Co. 


Gebhart-Gushard Co. 


DENVER, COLO.*—The Denver Dry Goods Co. 
The May Co. 
DES MOINES, 1OWA—Younker Brothers, Inc. 


DETROIT 
DURHAM 


, MICH.—J. L. Hudson Co. 
N. C.—R. L. Baldwin Co., Inc. 


ELGIN, ILL.—Block & Kuhl Co. 
ELIZABETH, N. J.*—R. J. Goerke Co. 


ERIE, PA 
EVANSTO 


Levy Brothers 


.—Erie Dry Goods Co. 
N, ILL.—Lord’s 


EVANSVILLE, IND.—De Jongs, Inc. 
FARGO, N. D.—Herbst Department Store 
FLINT, MICH.—Smith Bridgman Co. 
FORT WAYNE, IND.*—Patterson-Fletcher 


Stillman Dry Goods Co. 


FORT WORTH, TEXAS—W. C. Stripling Co. 
GRAND RAPIDS, MICH.—Wurzburg Dry Goods Co. 
HAMILTON, OHIO—Robinson-Schwenn Store 
HARRISBURG, PA.*—Bowman & Co. 


Pomeroy’s, Inc. 


HARTFORD, CONN. *—G. Fox & Co. 


HIBBING, MINN.—Herberger'’s, Inc. 
HOLLYWOOD, CALIF.—The Broadway-Hollywood 
HOUSTON, TEXAS*—Foley Bros. Dry Goods Co. 


HUNTINGTON, W. VA.*—Anderson, Newcomb Co. 


INDIANAPOLIS, IND.—L. S. Ayres & Co., Inc. 
JACKSON, MISS.*—The Emporium 


JACKSONVILLE, FLA.—Cohen Brothers 
JOHNSTOWN, PA.—Glosser Brothers 
JOLIET, ILL.—M. A 

KALAMAZOO, MiCH.—Gilmore Brothers 
KANSAS CITY, MO.—Emery-Bird-Thayer Dry 


Goods Co. 
KENOSHA, WIS.—Hyslop Department Store Co. 
KNOXVILLE, TENN.—Anderson-Dulin-Varnell Co. 
LAFAYETTE, IND.—Loeb & Hene, Inc. 
LANCASTER, PA.—M. T. Garvin & Co. 
LANSING, MICH.—F. N. Arbaugh Co. 
LAWRENCE, MASS.—A. B. Sutherland Co. 
LINCOLN, NEB.—Miller & Paine, Inc. 
LITTLE ROCK, ARK.*—M. M. Cohn Co. 


LONG BEACH, CALIF.—Buffum’s 

LOS ANGELES, CALIF.—The May Co. 
LOUISVILLE, KY.—The Stewart Dry Goods Co. 
LOWELL, MASS.—-The Bon Marche, Inc. 
LYNCHBURG, es Inc. 
MACON, GA.—Dannenbe: 

MADISON, WIS.—Harry S. Manchester, Inc. 
MANCHESTER, N. H.—Leavitt Stores Corp. 
McKEESPORT, PA.—The Famous Co. 
MEMPHIS, TENN.—J. Goldsmith & Sons 
MIAMI, FLA.—Burdine’s, Inc. 
WIS.—Gimbel Brothers, Inc. 
MINNEAPOLIS, MINN.—The Dayton Co. 
ALA.—L. Hammel Dry Goods Co. 
IND.—Ball Stores, Inc. 

NEWARK, N. J.*—L. Bamberger & Co. 


MILWAUKE 


MOBIL 
MUNCI 


NEW YORK, N. 


pres 

NEW ORLEANS, LA.—D. H. Holmes Co., Ltd. 
.—Bonwit Teller, Inc. 
NORFOLK, VA.—Ames & Brownley, Inc. 
OAKLAND, CALIF.—H. C. Capwell Co. 


Sage, Allen & Co. 


Sakowitz Brothers 
Bradshaw-Diehl Co. 


R. E. Kennington Co. 


. Felman Co. 


Pfeifer Brothers 


rg Co. 


ie Department Store 


# Exclusive during 
different months 


PHILADELPHIA, PA.*—Gimbel Bros., Inc. 
Strawbridge & Clothier 


PO! EEPSIE,N. 
PROVIDENCE, R. 1.—The Outlet Co. 
RACINE, WIS.—Zahn Dry Goods Co. 


BOOST 


1 Stores 


SALES 


Talk about merchandising tie-ins! 

Holiday is only five months old—and 171 important 
stores in 150 cities across the country have already 
capitalized on Holiday tie-ins and promotions. 

These 171 stores based their own window ideas on 
Holiday themes...they used covers, articles and features 
of the stimulating new Curtis magazine to bring added 
sales impact to displays and departments. .. created entire 
“Holiday Shops” ... and asked for more! 

Merchandisers first hailed the new Holiday as a 
“natural” for boosting sales of all kinds, from trout flies 


THe 


BR 
me OWaY PASADe 


OKLAHOMA CITY, OKLA.—Halliburton’s John Wanamaker ROANOKE, VA.—S. H. Heironimus Co. 

ORLANDO, FLA.—Dickson-Ives Co. PHOENIX, ARIZ.—Goldwater’s ROCHESTER, N. Y.—B. Forman & Co. 

PASADENA, CALIF.—The Broadway Pasadena Mercantile Co. ROCKFORD, ILL.—Block & Kuhl Co. 

PATERSON, N. J.—Quackenbush Co. PITTSBURGH, PA.—Gimbel Brothers, Inc. | SACRAMENTO, CALIF.—Weinstock, 
PLAINFIELD, N. J.—Rosenbaum Brothers in 


READING, PA.—Pomeroy’s, Inc. 
RICHMOND, VA.—Miller & Rhoads, Ine. 


. Lubin & Co. 
SAGINAW, MICH.—Seitner Brothers 
ST. JOSEPH, MO.—Hirsch Bros. Dry 
Goods Co. 
ST. LOUIS, MO.*—Scruggs-Vandervoort- 


Barney, Inc. 
Stix, Baer & Fuller Co. 


ST. PAUL, MINN.—The Golden Rule 

ST. PETERSBURG, FLA.—Rutland 
Brothers, Inc. 

SAN ANTONIO, TEXAS—Joske Bros. Co. 

ae BERNARDINO, CALIF.—The Harris 


0. 
SAN DIEGO, CALIF.—Walker-Scott Corp. 
SAN FRANCISCO, CALIF.—The 
Emporium 
SAN JOSE, CALIF.—Hale Brothers, tne: 
a MONICA, CALIF.—H. C. Henshey 


a ‘ : oe ee os ar a ‘ SESE ag oa yee ‘ Ee ae _ a ae cues “ ‘ ¢ = 4 v ee OTS pest = » = eet ‘ ea eee ae ie 
ba ‘onl —_—— - - ~ ~ ne nant - — enn - ee ene anne - - 
= ee 
| bs te : soe “tm ee ms eee —— | 
a pe : . sae fe. co - aoe ae 
| of _ | { : a ' | 
| tf gf  @£ =~ | 
Ce 4 ‘y 2 q ¥ = | 
; : SS | 
| : 
| Fe PS | 
| ee | 
ee 
a | a | ee a 
TLE 
| 
ee 
| 
, 
| 
| 
a a 
_ a 
| Be as i lid = ae Aden, 
j ] * — FLOnl au rr ng CALIFOR 
; _ ; 5s aw i a j 
ge as ss 2 i & ie Stag Gi 4 7 | 
 <- 10. .ciae Be ); 7 | 
i. ae ee \ igi gee 1 j 
fee Pe ee ee. oe, : Bg j j 
2. a oe une 4. ee | ; 
go ae eS, ieee _ j ee od is fs 
. ASS Lal a | 
—— — —— te / 
an ira ae ee a ae DS cs i 2 
Pee * cy St BO i bi gd ee 
‘ fi a 2 ix a hen, 
1 — —— 
PORTLAND, ORE.—Meier & Frank Co. 
ee PORTSMOUTH. OHIO—Martin Co. 
: Co. 
I 
} 
ke ‘ 


Advertising Age, July 29, 1946 


Ex-Emerson Drug 
Top V.P. Becomes 
SSC&B Executive 


NEw YorK—T. Newton Weath- 
erby, formerly vice-president and 
actual operating head of Emerson 
Drug Company in charge of sales, 
advertising and production, has 
become general manager and 
treasurer of the new Sullivan, 
Stauffer, Colwell & Bayles agency 
(AA, July 8). 

Going afield from Ruthrauff & 
Ryan, from which most of its ex- 
ecutives have come, SSC&B has 
also added Edward Fischer as head 
art director and George Andrews 
as head of traffic and production. 

Mr. Fischer was co-director uf 
the art department of Benton & 
Bowles. Mr. Andrews comes from 
J. M. Mathes, Inc., where he 
headed the traffic and production 
departments. He will have the 
same duties at the new agency. 

Mr. Weatherby joined Emerson 
Drug in 1927. In 1918 he was ap- 


pointed a vice-president and took 
charge of sales, advertising and 
production. He was responsible 
for introducing the individual dose 
package of Bromo-Seltzer, which 
now accounts for 15% of the total 
sales volume of that product, and 
for rebuilding the sales force. 

In advertising, Mr. Weatherby 
had control over Emerson’s budget 
of more than $1,250,000, includ- 
ing selection of the agency and 
approval of campaigns. He will 
have charge of all business and 
financial aspects of SSC&B’s oper- 
ations. 


Ingalls Adds Four 


Ingalls-Miniter Company, Bos- 
ton, has been appointed to handle 
the advertising of Cape Cod Farms, 
Inc., Hyannis Mass., manufacturer 
of Cape Cod Farms cranberry 
sauce; Old Quebec Soup Company, 
Burlington, Vt., manufacturer of 
Old Quebec Pea soup; Venus Bak- 
ing Company, Watertown, Mass., 
manufacturer of Venus wheat waf- 
ers, and Deran Confectionery 
Company, Cambridge, maker of 
Deran’s mint patties. 


Retailers Rebel 
at ‘Subjectto 
Change’ Price Tags 


NEw YorK—The National Re- 
tail Dry Goods Association has 
proposed a buyers’ strike of its 
own—against manufacturers who 
bill retailers at “prices subject to 
change without notice.” 

Called either “blank check” or 
“open order” buying, the practice 
adopted by some manufacturers 
of including such clauses in their 
billings was attacked by Irwin D. 
Wolf; chairman of NRDGA’s ven- 
dor relations committee, as “one 
of the most dangerous develop- 
ments in the present unsettled 
price situation.” 

Although there seems to be a 
question as to whether’ such 
clauses are legally binding, 
NRDGA spokesmen declared that 


their members would be urged to 
accept such billings only if they 
are permitted the right of can- 
cellation. “Blank check” buying 
involves acceptance by the re- 
tailers of goods shipped at unspe- 
cified prices without the right to 
cancel the order or refuse the 
shipment. 


Morgan Makes Mixer 


John Morgan, Inc., maker and 
distributor of ginger ale and club 
soda within a radius of 100 miles 
of New York, broke copy last 
week in several New York dailies 
to introduce Bombay Water, a 
summer mixer said to be a sub- 
stitute for India quinine tonic. 
The $8,000 campaign will run once 
a week through July and August, 
and copy will appear in the first 
two August issues of The New 
Yorker, and will be renewed next 
summer. 


Traford Names Gardner 


Traford Fabrics, Inc., New York, 
has appointed Alvin Gardner 
Company, New York, to handle 
its advertising. 


in LoQ Cities 


with Holiday 


to trousseaux. Now they are repeating Holiday promo- 
tions, many of them month after month, because their 
sales records show a surprising profit story—show that 
Holiday tie-ins really stir up that urge to buy. Like adver- 
tisements in Holiday, they get results. 

And here’s the reason... 

Holiday attracts the able-to-buy group—active, spend- 
ing people. They identify themselves with this bright new 
magazine—turn to it as an authentic guide in making their 
plans for Recreation, Travel and Play. 


SCHENECTADY, N. Y.*—Carl Co. 

The Wallace Co. 
SCRANTON, PA.—Cleland & Simpson Co. 
SEATTLE, WASH.—Frederick & Nelson, 


Inc. 
SHREVEPORT, LA.—The Hearne Dry 
Goods Co., Ltd 


SIOUX CITY, |OWA—Davidson Bros. Co. 
SOUTH BEND, IND.—Robertson Bros. 
Dept. Store, Inc. 

SPRINGFIELD, {LL—-Myers Brothers 
SPRINGFIELD, MASS.—Forbes & 
STAMFORD, CONN.—C. 0. Miller Co. 


The Holiday mood is a Spending mood. 


A, FLA.—Maas Brothers 


TOLEDO 
TORONTO, ONT.—The Robert Simpson 


Co., Ltd. 
TRENTON, N. J.*—S. P. Dunham & Co. 
Swern & Co. 
TUSCON, ARIZ.—Albert Steinfeld & Co. 


amon 


STOCKTON, CALIF.—Stockton Dry 
Good 


$ Uo. 
SYRACUSE, N. Y.—E. W. Edwards & Son 
TACOMA, WASH.*—Fisher’s 


Rhodes Brothers 


Good 
OHIG—La Salle & Koch Co. 


Co 


TULSA, OKLA.—Brown, Dunkin Dry 
Goods C 


s Co. 

UTICA, N. Y.—Boston Store 

WALTHAM, MASS.—Grover Cronin, Inc. 
WASHINGTON, D. C.—The Hecht Co. 
WATERBURY, CONN.—Howland-Hughes 


Co. 
WATERLOO, 1OWA—Jas: Black Dry ~ 
Goods Co. 


A CURTIS PUBLICATION 


> 


WHEELING, W. VA.—Stone & Thomas 
WICHITA, KANSAS—George Innes Co. 
WILKES BARRE, PA.—Fowler, Dick & 
Walker 
WILLIAMSPORT, PA.—L. L. Stearns & 
ns 
WORCESTER, MASS.—Wm. Filene’s 


YORK, PA.—Charies H. Bear & Co. 


15 


Field Denies PM 
Will Carry Ads 


‘For Time Being’ 


NEw YorkK—Marshall Field told 
ADVERTISING AGE this week that 
an interview by Ralph G. Martin 
in the New Republic quoting him 
as saying that his New York news- 
paper, PM, would carry advertis- 
ing was inaccurate. 

“He misunderstood me,’ Mr. 
Field said. “It was very clearly 
stated in the prospectus for PM 
that we couldn’t carry advertis- 
ing for the time being without cut- 
ting our editorial content.” 

The prospectus he referred to 
was published by Ralph Ingersoll, 
editor, last month and appealed 
for 100,000 new subscribers. To 
date, about 4,000 new readers have 
been added, but the summer slump 
has resulted in the net circula- 
tion increase being somewhat 
smaller than the 4,000 figure. 

Mr. Field was quoted in New 
Republic as having said that “we 
want advertising in PM now, too. 
Only specialized advertising at 
first. . . . We don’t want to cut 
down on editorial content either. 
. .. But as soon as we can, PM 
will have advertising.” 


Subject of Controversy 


Mr. Field told AA that he had 
written a letter to Bruce Bliven, 
editor of the New Republic, clari- 
fying several points that he said 
were “misunderstood” in the 
interview, and that Mr. Bliven 
had told him that he would pub- 
lish the letter. 

Newsweek, however, 
following to say: “To Newsweek 
Field said that two problems 
stood in the way of immediate 
acceptance of advertising in PM. 
One is to get assurance of enough 
advertising to justify purchase of 
equipment. The second is to find 
the equipment—mainly presses— 
when assurances are made.” 

PM since its founding has made 
a point of stressing the fact that 
it carries no advertising. 


had the 


Cullen Company Moves: 
Adds Carter to Staff 


John W. Cullen Company, pub- 
lishers’ representative, has moved 
its Ohio headquarters to 1319 
Terminal Tower, Cleveland, with 
John W. Cullen Jr., advertising 
representative of the Ohio Select 
List, as general manager. The 
company’s Columbus office will be 
closed this fall, but at the same 
time an office will be opened in 
Cincinnati. 

Robert J. Carter, formerly with 
Station WHK, Cleveland, has 
joined the Cleveland office staff. 


Sexton Buys L. I. Plant 


John Sexton & Co., Chicago, 
manufacturing wholesale grocer, 
has purchased the six-story Sani- 
tary building, Long Island City. 
The new plant will be used for the 
sales and distributing activities of 
the eastern Atlantic and New 


England states and for coffee 
roasting, tea packing and light 
manufacturing. 


“Hope you don’t mind, sir, but one of 
your WFDF Flint fans thought I was 


you, sir.” 
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Radio ‘Digest’ Renewed 


Hall Bros., Inc., maker of Hall- 
mark greeting cards, has renewed 
sponsorship of “Reader’s Digest— 


WHAT’S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de- 
veloping sales prospects on certain 
types of products and services. 


Write for Booklet No. 20. 


BACON'S CLIPPING BUREAU 
La Salle-Wacker Bldg. 


Chicago, III, 
BUSINESS PAPERS e FARM PAPERS 
GENERAL MAGAZINES 


Radio Edition” on 149 CBS sta- 
tions for 52 weeks beginning Sept. 
12. Heard Sundays at 2 p.m. prior 
to beginning a hiatus July 14, the 
program will be aired Thursdays 
at 10 p.m. upon its return. Foote, 
Cone & Belding is the agency. 


Telefilm Names Scheib 


Harold A. Scheib, formerly in 
charge of special effects depart- 
ment of Wilding Picture Produc- 
tions, Chicago, has been ap- 
pointed to the same position at 
Telefilm Studios, Hollywood. 


Walker Buys Out Minton 

Robert W. Walker has purchased 
the interest of Eli C. Minton in the 
firm of Walker & Minton, publish- 
ers’ representative, San Francisco 
and Los Angeles. The company 
will be known as the Robert W. 
Walker Company. 


$224,368 in Fines 
Paid in Tobacco 
Anti-Trust Case 


LEXINGTON, Ky.—Fines totaling 
$224,368 have been paid by the 
Big Three tobacco companies, 
their officers and subsidiaries as a 
result of their conviction in 1941 
of violating the anti-trust laws. 

Federal Judge H. Church Ford 
has received mandates from the 
Supreme Court on 38 additional 
defendants and will pronounce 
sentence soon, the court announced 
here. The group agreed to abide 
by the decision reached in the trial 
of those who were fined. 

Those paying fines included: 
American Tobacco Company’ and 


American Suppliers, Inc., and 
George W. Hill, James E. Lipscomb 
Jr. and Paul M. Hahn, officers of 
the companies; Liggett & Myers 
Tobacco Company, and J. W. An- 
drews and G. W. Whitaker, its offi- 
cers; R. J. Reynolds Tobacco Com- 
pany and W. W. Reynolds, S. Clay 
Williams, James A. Gray and J. W. 
Glenn. Fines ranged from $15,000 
to $19,789 each. 


Joins Rochester Agency 


Warren Phillips, public relations 
director of Samson United Cor- 
poration, Rochester, N. Y., has 
joined Stewart, Hanford & Cas- 
ler, Rochester. He will continue 
to handle Samson’s public rela- 
tions and in addition will handle 
the publicity and advertising on 
other accounts, including Wil- 
liams Oil-O-Matic division. 


In any picture of your market . 


ee 
A 


The Modern Half is the Better Half ! 


coo 


i 


I, THE IRON AGE. That's the com- 
placent past in which your older 
woman dwells. You won't easily 
bend her will to new-fangled electrical 
equipment and kitchen appliances. 
The old house-keeping habits are 
just too strong. 


Dell Modern Group 


2. THE MODERN AGE. 


A streamlined 


kitchen. The last word in smart, 
lightweight, economical, easy-to-use 
electrical equipment. That’s the dream 
of your younger woman. Better get.in 
Dell—and answer this dream of three 
million Modern Group moderns! 


~F 


ces sells the Modern Market 


Advertising Age, July 29, 1946 


P&G Hikes Prices 
of Soaps, Crisco; 
More May Follow 


CINCINNATI—First price break 
in the soap field has come with a 
10% increase in the wholesale 
price of soap products manufac- 
tured by Procter & Gamble Com- 
pany. 

Retail prices of soaps and soap- 
less cleaners have, since price con- 
trols ended June 30, remained un- 
changed, but reports say that ether 
large soap manufacturers in the 
country are also boosting some 
prices. 

A spokesman for P&G asserts 
that the price hike has been made 
necessary by increased costs of 
raw materials, particularly meat 
products. The company has had 
to depend on animal fats in soap 
production, since copra oils have 
been in short supply during and 
since the war. The increase does 
not reflect other increased costs, it 
is said. 

A half-cent rise in the wholesale 
pound price of P&G’s Crisco has 
also been announced. 


Paley Denies 
Selling Stocks 


New YorkK—William S. Paley, 
chairman of the board and prin- 
cipal stockholder of the Columbia 
Broadcasting System, last week 
spiked a rumor in radio circles 
that he was about to “unload a 
large chunk” of his holdings to 
Floyd B. Odlum and the Atlas 
Corporation. 

“There has recently appeared in 
tthe trade press a report to the 
effect that I plan to sell a large 
portion of my CBS stock,” said 
Mr. Paley. “The report is with- 
out foundation. I am not consid- 
ering the sale of any of my CBS 
holdings or lessening my CBS in- 
terests or activities in Columbia’s 
affairs.” 


Abbott to Shaw-LeVally 
As Vice-President 


Edmund B. Abbott, formerly 
with Dancer - Fitzgerald - Sample, 
Chicago, as radio supervisor of 
General Mills 
radio shows 
and Chicago 
production su- 
pervisor of all 
radio commer- 
cials, has been 
appointed vice- 
president in 
charge of radio 
for Shaw - Le- 


Vally, Ine, 
Chicago. 
Before join- E. B. Abbott 


ing Dancer- 
Fitzgerald - Sample, he was Chi- 
cago radio supervisor of Leo Bur- 
nett Company. Prior to that he 
served as a captain in the Army 
air forces and later became super- 
visor of AAF radio productions for 
the Army air forces public rela- 
tions in Washington. 


*A vast world-wide 
market awaits your 
oil equipment sales 
message. You can 
reach global buyers 
through World Petro- 
leum. Complete cov- 
erage of key men! 


Under the management of REX W. WADMAN 


2 WEST 45TH STREET NEW YORK 19.N Y 
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2 the National Wook 


hone. as hiinedibe acticiodk: 
Danger of a depression once 


the savings accumulated: during the war 
and the size of their holdings can now be 
measured for the first time. It also is pos- 


sible to determine with some degree of 
accuracy .what they intend to do with 


these savings. 
'. Spread of savings. The Shines of 
_. Agricultural Economics, at the request of 
the Federal Reserve Board, sampled a 
. cross section of the country and came up 
4 with these discoveries: 
& Be _ The top 10 per cent of U.S. family 
--. . groups—those with $3,400 or more in sav- 
 ings—hold 60 per cent of the total, or 
$48,600,000,000. 
. The second 10 per cent, comprising 
those that hold between $1,800 and $3,400, 
have among them $13,700,000,000, or 17 
per cent of the total volume of war bonds 
and bank accounts. 
The middle 50 per cent, with from 
$50 to $1,800, share $18,630,000,000 or 23 
per cent of the savings. 
The bottom 30 per cent of the nation’s 


- families have a‘ negligible amount of sav~ 


_ pent-up needs have been met _ 
~ Families in the United States that hold | 


wan SOURCES OF SPENDING: a 


ts vestors aes either will finante new sli 
prises or plunge into existing securities, 
-. real estate or other assets. - 
Depression, likely to follow the present: 
surge of buying once the pent-up demand” 


for goods is filled, may come more quickly 
than has been indicated... 
Concentration of assets. What the 
study discloses is that the war has not 
resulted in spreading out the national 
wealth to the extent that many anticipated. 


The masses of the people have not accumu- 


lated much cash with which to: buy auto- 
houses and other goods. 


The public’s liquid assets are so highly. 
concentrated that even if the half of the 


people owning the smaller share of asset 
were suddenly to liquidate their resoure 
and spend every dollar they own, th« 


-- would be no great impact on the nati- 


economy. These people could : _ 
$2,400,000,000. into the 

and that amount ce 

out much noti~ 

dation is pr 

_ 


ings, and 24 per cent have no- savings ME 


at all. 


What it means. These facts 4 AS 


rived from a study that > 
». 000 spending unit>* 
groups that « 
_ with tot- 


. 


Le 
BSE. ae 


7%, held by 
next highest 
family group 


And if there is still any question in 


25/..or balance, 
held by 002% of 
all US: famihes 


". . .-I prefer your 
publication above all 
other publications 
that I receive. To me 
it is outstanding." 


E. J. Heimer, 
President 
BARRETT—CRAVENS CO. 


your mind about how to reach this 
top bracket group—the important 
10%, we have the facts to prove that 
the United States News is still the 
number one magazine to do that job. 


"Discovery Thot ) 1 Tenth of Families Hos 60 Per Cont of Reserves 


smallest holdings aay? be. bkely to. Hiqui- > 
date their assets for living expenses. 

In. the event of a depression, theref~” 
the great bulk of the individual © 


_ assets probably would remain ir’ 
. Government bonds. Mass " 
~the necessities of life w 


among higher-asset 
shows that inv- 


,  Kacts 


mobiles, radios, furniture, ‘refrigerators,’ 2 


... that may help to guide 
you in planning your next 
advertising program. 


(250,000 GUARANTEE) 


Vhe Direct Route to 
those who O.K. both 


corporate and family buying 
* 


Daniel W. Ashley 
Vice President in Charge of Advertising 


30 Rockefeller Plaza, New York 20, N.Y. 
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Publishes Directory 


The Rural Electric. Information 
Exchange of Farm Journal has 
published a “Directory of Manu- 
facturers of Electrically Operated 
Farm Equipment,” listing approxi- 
mately 750 manufacturers. Copies 
are obtainable from the publica- 
tion’s New York office, 420 Lex- 
ington Ave., at the following 
prices: Less than 500 copies, 10 
cents each, 500 to 999 copies, nine 
cents each, and 1,000 copies and 
over, eight cents each. 


in the 
Central 
West 


° ses PREFER 
Chicago Sournal 
of Commerce 


Newspaper Guild 
Signs Radio News 
Writers on WCCO 


New YorK—The American 
Newspaper Guild has concluded 
negotiations with WCCO, CBS af- 
filiate in Minneapolis, covering an 
initial contract for news writers, 
and is negotiating with WINX, 
Washington, owned by Post pub- 
lisher Eugene Meyer. 

WCCO is the fifth station to sign 
a Guild contract. Its agreement 
provides a $70 top minimum for 
news writers after three years 
with the station and a starting 
minimum of $50. WTCN, Minne- 
apolis, also has a contract with 
ANG covering its news writers. 

ANG officials here told AA that 
no organizing drive to enlist radio 
news men is in progress, but that 
the Guild has in the past assumed 
jurisdiction over employes of 
newspaper-owned stations and is 
now “taking care of voluntary or- 
ganization” of radio employes. 


The latter are mostly newspaper 
men who had been Guild members 
before switching to radio news 
writing and organized Guild chap- 
ters in their new jobs. ‘Other sta- 
tions with Guild contracts are KSD 
and KXOK, St. Louis, and WMPS, 
Memphis. 


Enters Handcratt Field 


AP Parts Corporation, Toledo, 
has. entered the hobbycraft and 
handcraft fields with a line of 
knives, tools and blades which 
are to be merchandised under the 
name King Kut. The new de- 
signs are being manufactured by 
Unsinger-Ap Corporation, a sub- 
sidiary of the AP Parts Corpora- 
tion, 


Ld cd 

Appoints Nat'l Export 

McCormick Overseas Trading, 
Inc., Baltimore, subsidiary of Mc- 
Cormick & Co., has appointed 
National Export Advertising Serv- 
ice, New York, to handle adver- 
tising in foreign countries. News- 
paper and magazine campaigns in 
Latin America will be released 
soon. 


A LITTLE 


OFTEN GETS A BIG 


EXTRA EFFORT 


The old gag to the contrary notwithstanding, an in- 


dividual (or an advertising medium) can “lift him- 


self by his bootstraps”—and we can prove it! 


Only ten years ago—in 1935—spot broadcasting was 
so new and so earth-bound as to have warranted an 
expenditure of only $13,805,200 by the nation’s adver- 
tisers. After ten years of bootstrap-lifting, national 
spot had grown to over $81,000,000—more than triple 
the percentage of rise for magazines, and nearly five 
hundred times the percentage of rise for newspapers! 


Spot broadcasting offers you several great advantages, 


either as an exclusive or as a supplementary medium. 
May we cite them to you? 


Feeqb'in G37a 


Plaza $-4130 


FREE & PETERS. rc. 


\\) Pioneer Radio Station Representatives 


Since May, 1932 


CHIPA tr) No Mictdean NEW YORK: 444 Madison Ave. DETROIT: 645 Griswold St. SAN FRANCISCO: 58 Sutter HOLLYWOOD: 6331 Hollywood ATLANTA: 322 Palmer Bldg 


Cadillac 1880 Sutter 4353 


RESULT! 


EXCLUSIVE 
REPRESENTATIVES: 
ALBUQUERQUE KOB 
BALTIMORE WCBM 
BROWNSVILLE KVAL 
BUFFALO WGR-WKBW 
CHARLESTON, S. C. wcsc 
CINCINNATI WCKY 
COLUMBIA, S. C. wis 
CORPUS CHRISTI KRIS 
DAVENPORT woc 
DES MOINES WHO 
DULUTH-SUPERIOR WDSM 
FARGO WDAY 
HOUSTON KXYZ 
INDIANAPOLIS WISH 
KANSAS CITY KMBC 
LOUISVILLE WAVE 
MINNEAPOLIS-ST. PAUL WTCN 
OKLAHOMA CITY KOMA 
PEORIA-TUSCOLA WMBD-WDZ 
RALEIGH WPTF 
ROANOKE WDBJ 
ST. LOUIS KSD 
SEATTLE KIRO 
SYRACUSE WFBL 
TULSA KTUL 


Hollywood 2151 Main $667 


Advertising Age, July 29, 1946 tT 


Mrs. Ruth R. Holloway, assoc. ed. of The Texas Outlook, and a 
dir. of the Fort Worth adclub, was married on July 14 to Charles C. 
Johnson Jr. in Fort Worth. Mr. Johnson is mgr. of the creative 
dept. of Stafford-Lowdon Co., and a dir. and past pres. of the Fort 
Worth club. . . 

About 40 staff members and guests of Krieger Publications, New 
York, celebrated Caroline V. McCann’s 25th year as ad mgr. of its 
three publications—Lighting & Lamps, Illumination and Prefab- 
ricated Homes—at a dinner held at Nicky Blair’s Carnival July 19... 

Walter Preston, prog. mgr. of WBBM, Chicago, vacationed at 
Sisters Bay, Door County, Wis., and Bob Croft, sales service mgr., 
went the other way—to visit friends in the South. . . 

Fred K. Augsburg, prog. mgr. of WLAP, Lexington, Ky., and K. 
Kopp, same job at KWNO, Winona, Minn., won $250 wrist watches 
as first prizes in a promotional 
contest built around the Hedda 
Hopper- Tom Breneman “hat 
hunt” on ABC’s Breakfast in 
Hollywood show... 

Zula Lee McCauley, who for 
26 years has been telling the 
world about Neiman - Marcus, 
will retire as ad director of the 
Dallas store some time within 
the next year. She says she 
plans to spend her time doing 
creative writing. . . Chicago’s 
Little Gallery is showing an 
exhibition of 13 oils and water 
colors by Joseph Feher, Chi- 
cago ad artist, who has won 
awards from both New York 
and Chicago Art Directors 


Clubs: .. 

Summer radio classes have 
been going full swing this 
month, with admen and women 
taking prominent parts. David 
W. Dole, assoc. radio dir. of 
Henri, Hurst & McDonald, Chi- 
cago, spoke to a class in radio 


BENDIX GIRL—Georgia Lange, M-G-M 
starlet and cover girl, seems to like the 
Bendix magazine ad in which she ap- 
peared. So does L. C. Truesdell, gen- 
eral sales manager for radio and tele- 
vision of Bendix Radio division, Bendix 
Aviation Corp. The ad was prepared 
by MacManus, John & Adams, Detroit, 
agency for all Bendix Aviation divisions. 


education at the University of 

Wisconsin; the Radio Institute of Omaha’s Creighton U. heard E. W. 
Ziebarth, WCCO; James Mahoney, MBS; Judith Waller, NBC; B. C. 
Corrigan, gen’1 mgr. of KOWH; Frank Shopen, gen’! mgr. of KOAD; 
Gordon Gray, KOIL; William McDonald, KFAB; Dick McCann, 
KBON, and Soren Munkhoff, WOW. Harlow Roberts, v.p. and 
radio dir. of Goodkind, Joice & Morgan, and Margaret Wiley, time 
buyer of JWT’s Chicago office, were among the speakers at NBC- 
Northwestern U.’s Radio Institute. Harold J. Bock, television megr., 
and Sidney Strotz, v.p. in charge of NBC’s western div., are on the 
list of speakers at Stanford U.’s Radio Institute. . . 

Myron Golden, script writer of Grant Advertising, conducted the 
radio writing class at the Midwestern Writers Conference held in 
Chicago last week. . . Campbell-Mithun’s home economics dir. and 
account exec., Elaine Norden, is the new pres. of the Chicago chap- 
ter of Zonta, internat’] organization of business and professional 
women... 

Col. Egbert White, who handles The Saturday Evening Post ac- 
count for BBDO, will be back in the New York office about Aug. 1 
after an extensive vacation trip throughout the West Coast and 
Canada. Col. White joined the agency after serving during the war 
as publisher of the Mediterranean edition of Stars and Stripes. . . 

Ed Kobak, Mutual pres., left off vacationing at Pine Orchard, 
Conn., July 9 to attend the annual all-star baseball game between 


OUR HUNGRY ADMEN—These radio executives sat at the head table during 

the Philadelphia edition of Westinghouse Radio Stations’ "Get Acquainted" 

luncheon recently. Left to right are Walter E. Benoit, vice-president of Westing- 

house Electric Corp.; J. B. Conley, general manager, Westinghouse Radio Sta- 

tions, Inc.; B. A. McDonald, sales manager of WRS; Paul H. Raymer, station 

representative; Linnea Nelson, radio buyer for J. Walter Thompson Co., New 
York, and James V. McConnell, director of NBC spot sales. 


the National and American Leagues in Boston, where he was a 
guest of baseball Commissioner “Happy” Chandler. Also a guest 
in the commissioner’s box was Charles Luckman, Lever Brothers 
president. . . 

Construction Methods’ assistant editor, Pat MceGerr, is author of 
a murder mystery, “Pick Your Victim,” which will be published by 
Doubleday & Co. as its Crime Club selection for December. The 
book is called “a political and social satire and an entirely new idea 
in the field of mysteries” because the murderer is revealed in the 
first of 26 chapters, and the victim kept secret until the end. . . 

At the July meeting of the Adclub of Louisville, Grover F. Glea- 
son, administrative assistant of Brown-Forman Distillers Corp., was 
awarded a scholarship entitling him to any two-semester course 
sponsored by the club at the U. of Louisville. This was in recogni- 
tion of his high standing in the ad course he just completed at the 
university. . . 
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FROM A MAGAZINE WITH BIG IDEAS 
— MECHANIX ILLUSTRATED — 


AN IDEA THAT'S GOING OVER BIG 


the first annual 


NATIONAL GRAFTS 
AND SCIENCE SHOW © 


The National Crafts and Science show is attracting scores of 
exhibitors, large and small... because thousands of mechan- 
ically-minded men will throng to see this exciting exposition, 
designed to create active interest in active hobbies. 


Leading names in industry will dynamically participate to 
present a swift-moving panorama of the latest developments 
in science, mechanics, and hobbies. 

Here’s the perfect setting to introduce new ideas and new 
products to a highly concentrated market ...a responsive 
market because of inherent mechanical interest. 

A few choice booth locations are still available . . . but only 
a few ...so if your product is not yet represented in this big 
league lineup, get the details today. Wire Campbell-Fairbanks 
Expositions, Inc., 139 East 47th Street, New York City. 


NOVEMBER 17-24 


EXPOSITION HALL 


MADISON SQUARE GARDEN 


SCIENCE 
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LIFE Photo-reporter John Phillips types his notes in an improvised office that he 
set up in Budapest, aided by Kati Schell, a Hungarian baroness who was his 


Nicoldim, head of the Greek Orthodox Church in Rumania, poses beside an ornate 
icon for Phillips’s camera. Such behind-the-scenes pictures pointed up for LIFE’s 
readers the contrasts in a Communist-dominated country where the church, 
though weakened, is still an important influence in the lives of the people. 


part-time assistant. Her salary of $10 a week, plus food and cigarettes, is very 
high pay in Hungary today where inflation has reached fantastic proportions. 


King Mihai, of Rumania, jeeps down the palace steps in this revealing picture of 
Balkan royalty by Phillips. It was one of several shots showing the private life— 
in both its light and serious aspects—of the only monarch in the world with a 
Communist-controlled government. The jeep is one of two that Mihai owns. 
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John Phillips has spent a good part of his ten-year LIFE 
career reporting on the Balkans. 


He was in Vienna in 1938 when Hitler marched in, remained 
to picture the fall of Austria and Czechoslovakia. Even when 
the Balkans were still overrun by the Germans, he kept close 
contact, making three trips to Yugoslavia in 1944. On one 
of these, he was the only foreign guest at the guerrilla cere- 
mony naming Marshal Tito “Hero of the Yugoslav People.” 


So when Phillips returned to the Balkans last winter, he 
knew where to look for the hard-to-get, postwar story of this 
region and its people. And he got tt, after five months of 
roaming the Balkans, renewing old contacts and making new 
ones ... especially among the occupying Russians. 


John Phillips brought back the best look that Americans 
have had so far of life in the curtained countries of Rumania, 
Hungary, and Czechoslovakia. His nine-page, picture-and- 
text story gave LIFE readers a comprehensive, realistic, 
penetrating insight into postwar Balkan conditions 
helped them understand how events in the critical crossroads 


Famous Skoda Works, damaged by allied bombs, started repairing locomotives 
and making tractors, machine tools, and generators even before all reconstruc- 
tion was finished. This and other Phillips pictures of Czech activity showed 
the determination of this country’s people to work out their own problems. 


the (ron-curtained counties 


of Europe affect the world’s progress toward peace. 


LIFE readers are accustomed to looking things straight in 
the face. And Phillips’s reporting is a good example of how 
skill, enterprise, and experience combine in LIFE’s pages to 
give them a full-face view. 


Such on-the-scenes reporting is one reason why the coming 
of LIFE is such a big satisfaction week after week to more 
than 2214 million Americans . . . the largest weekly maga- 
zine audience in history. 


Budapest woman huddles over a street grating seeking warmth in one of the few 
places it existed in Hungary last winter. Such Phillips photographs brought home 
to LIFE readers the night-marish quality of life in Hungary, where the intense | 
misery of inflation, the scarcity of food, clothing, and shelter affect all classes- 
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Mayers Heads Re-Formed 


Display Lighting Firm 

M. A. Mayers, metropolitan 
wholesale representative before 
the war for the National Securities 
and Research Corporation, New 
York, has been elected president 
of Display Lighting, Inc., New 
York manufacturer of Fresnel 
Photospot, Giraffe, and other pho- 
tographic and display lighting 
equipment. The corporation re- 


NO USE TURNING 
GUSTOMERS AWAY 


if You 
Manufacture 
and Sell 
COSMETICS 


ane et you may 
doing just that. 
here's a 7 billion 
dollar market you 
could encourage 
simply 7 letting 
these people know oe welcome their 
business. For the Ne looks to his race 
press for guidance. Your advertising in 
the Negro papers can earn his confi- 
dence, good will and regular patronage. 
But whether your product is cos- 
metic, a, drink, wearable, or = 
thing else it will ay you to write 
Interstate United News apers, Inc., 545 
Fifth Ave., New York, 
the success ries built 
img this great and 


or the facts on 
out of reach- 


growing market. 


cently acquired the business 
founded in 1919 as Display Stage 
Lighting Company, and is plan- 
ning expansion of facilities and 
operations. Mr. Mayers was re- 
cently released from the Marine 
Corps, where he spent most of 
three years in the Pacific. 

Edison Price, designer and light- 
ing consultant, has been elected 
vice-president and treasurer. 
Shappe-Wilkes, Inc., New York, 
will continue as advertising 
agency. 


Bendick Adds Duties 


Robert Bendick, director of spe- 
cial events of CBS television sta- 
tion WCBW, New York, has also 
been named director of news, ef- 
fective Aug. 4, succeeding Leo 
Hurwitz, who is leaving CBS to 
co-produce and direct a feature 
film. 


M. Ryan Agency Formed 

Madeline Ryan, for many years 
associated with New York news- 
papers and advertising agencies, 
has established the M. Ryan 
Company, advertising agency, at 
136 William St., New York. 


FCC Okays WINS 
Sale to Crosley, 
ABC Stock Issue 


King-Trendle Deal 
Gets Nod; 5th FM 
Channel Reserved 


WASHINGTON—In a flurry of de- 
cisions, all in one day, the Fed- 
eral Communications Commission: 

Approved sale of 10,000-watt 
WINS, New York, by Hearst Ra- 
dio, Inc., to the Crosley Corpora- 
tion, Cincinnati, for $1,700,000; 

Decided to go through with its 
plan of reserving one out of 
every five Class-B FM channels 
for future allocation; 

Approved sale by American 
Broadcasting Company of 950,000 
shares of common stock at an ex- 


NeW rms AN AGENT 


—<_" RECORDER-l1AND® 
OR, How to Select Media for a Shoe Account 


Bivces with a _ media-selection 
problem, an Advertising Agency 
Executive we know (name on re- 
quest) hit on a simple and so-logical 
answer... “‘I’ll go see the men we 


want to reach.”’ 


THE RECORDER IS TOPS 
. . . in prestige with readers 
. . . in value to advertisers 


WHY NOT PUT IT TO WORK 


FOR YOU? 


% Leading shoe stores, department stores, specialty 
stores and multiple store buying headquarters, 
coast-to-coast are paid subscribers to Boot and 


Shoe Recorder. = 


TE very place he went, he got one 
simple answer. To quote his letter 


. “In every single case, I’ll give 
you three guesses as to the answer — 
it was unanimous for the Recorder.” 


©oMORALS 


S. he made a 10-day tour of shoe 
stores, asking one simple question 

“What is the one publication 
that my clients can use to tell you 
the news about our lines?” 


Publi 
A Chil 


100 EAST 424 ee 


NATIONAL VOICE OF 
shed Twice Montbly 


ton © Publication 
new YORK 17, NY: | 


pected net return of $13,200,000; 

Approved, over dissenting votes 
by Commissioners Clifford J. Durr 
and Paul A. Walker, purchase by 
ABC of control in the King-Tren- 
dle Broadcasting Company, licen- 
see of stations WXYZ, Detroit, 
and WOOD, Grand Rapids, Mich., 
for “$3,650,000. 

Commissioners Durr and Wal- 
ker also dissented from approval 
of the WINS sale, holding the $1,- 
700,000 price to be too high and 
declaring they were “not satisfied” 
as to the effect of the revised con- 
tract between Hearst and Crosley 
purportedly eliminating an origi- 
nal provision that Crosley would 
furnish $400,000 worth of radio 
time to Hearst in the next 10 
years, 


Met Many Delays 


The WINS deal, first proposed 
last fall, encountered many delay- 
ing obstacles (AA, Oct. 1 ’45 and 
April 15, ’46). Last May an agree- 
ment was reached whereby Cros- 
ley, instead’ of giving Hearst 
$400,000 worth of news time, 
would give the seller that much 
“credit” on FM and television 
equipment, “if, as and when” 
Crosley went into the commercial 
manufacture of such equipment. 

With approval of the purchase, 
Crosley is reported planning to 
link WINS with WLW, its Cin- 
cinnati station, by a direct line 
through Washington, where WLW 
already is originating some news 
programs. 

Decision of the FCC to reserve 
every fifth FM channel in metro- 
politan areas followed a hearing 
in which the proposal was strongly 
opposed by NAB and certain in- 
dividual AM broadcasters and ad- 
vocated by independent FM broad- 
casters, and veterans’, labor and 
co-op representatives. 

FCC announced the fifth chan- 
nels will be reserved. until next 
June 30; applicants for FM li- 
censes before that date will be 


Advertising Age, July 29, 1946 


given equal consideration at that 
time. 

ABC, in a hearing on pro- 
posed stock sale, said offer- 
ing would reduce the holdings of 
Edward J. Noble, chairman of the 
network’s board, from 71.39%, to 
36.52%, with an increase-in value 
from $4,799,951 to $7,276,085. 

Proceeds of the stock issue, 
ABC officials said, will be used for 
purchase of the King-Trendle fa- 
cilities, pre-payment of the com- 
pany’s 2% notes due Oct. 14, 1947, 
expansion of network installations 
and development of television and 
FM projects. 

Up to 100,000 shares may be 
sold to persons and firms owning 
stations affiliated with the net- 
work. 

ABC will recoup part of the 
outlay for King-Trendle facilities 
in the sale of one of the two K-T 
stations, WOOD, to the Liberty 
Broadcasting Company, Grand 
Rapids (AA, July 8). 

ABC was ordered by the FCC 
to hold assets and profits of 
WOOD in trust until arrange- 
ments can be completed for its 
sale to Liberty. 


Purchases ‘Air News’ 

Henry Publishing Company, 
New York, publisher of Skyways, 
Airways Traveler and Skyways 
Edicion En Espanol, has pur- 
chased Air News, New York. Air 
News will be absorbed by Sky- 
ways with no change in Skyways’ 
editorial format and no increase 
in advertising rates. Subscribers 
to Air News will receive Skyways 
beginning with the September is- 
sue. 


To Carry Display Ads 

Beginning with the October is- 
sue, the Journal of Rehabilitation, 
official organ of the National Re- 
habilitation Association, Des 
Moines, will carry display adver- 
tising. The publication now has 
a a paid circulation of over 
4, \ 
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HAT FOR? 


Your copy is perfection—far better than our 
score. No last minute changes to throw us 
in the rough. You make our job so easy— 
we yearn for something tough. Four color 
process—or mornings on the green. We'll 
choose the former—it keeps our minds 


serene. 


FOR CLARITY, COLOR AND CONSISTENT QUALITY 


HAYNES LITHOGRAPH COMPANY, INC. 


1140 EAST-WEST HIGHWAY 
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BEST IN ALL TESTS’... 


Yes Sir! Every year more and more oil men have 
made the “discovery” that it saves valuable 
time to CONCENTRATE their reading in The 
Journal . . . rather than spread their time too 
thin among several oil papers. 


Advertisers, too, have found by experience and 
by countless surveys they’ve made of reader 
preference, that CONCENTRATION in the 
leading oil paper brings greater returns. 


CONCENTRATE your reading in The Journal 
for increased benefits from your personal 
time... 


CONCENTRATE your advertising in The 
Journal for a greater return on your invest- 
ment... 


Because . . . experience proves that when 
you... 


“Follow The Journal... YOU follow the Oil 
Industry” 


No. 1 of a series, 


designed to help oil 
men get more from 
their valuable read- 
ing time . . . and 
advertisers a greater 
return from their in- 
vestment. 

This series appears 
every two weeks in 
the advertising press, 
and in The Oil and 
Gas Journal. 
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Senate Wrangles 
Over Public Cost 


of OPA Lobbying 


WASHINGTON—When it comes to 
“propaganda,” the gentleman from 
Ohio believes the NAM is out- 
classed by the CIO. Moreover, 
the gentleman from Colorado feels 
its members are a bunch of tight- 
wads. 

These sentiments were publicly 
confessed in the midst of a hot 
Senate debate on the questions: 
Who paid for the pro and anti-| 
OPA propaganda, and how did the | 
taxpayer come to foot the bills? 

As Sen. Claude Pepper (D., 
Fla.) views it, NAM and the other 
anti-OPA propaganda came out | 
of the taxpayer’s pocket as de-.| 
ductible business expense, and he) 
thinks there ought to be a. 
law—. 

He was stirred by an hour-long 
oration by Sen. Robert Taft (R., | 
O.), who restated his favorite 
charge that OPA used $2,500,000 
in violation of statutes prohibiting 
government agencies from lobby- 
ing. As examples of OPA lobby- 
ing, the gentleman from Ohio has 
a big pile of price control litera-| 
ture, including fact sheets dis-| 
tributed by the War Advertising | 
Council. 


‘Build Up OPA’ 


While many of these were di- 
rected merely toward “Help us 
enforce the law” and “Check up| 
on your grocer’s prices,” Taft said 
the inevitable result ‘“‘was to build 
up OPA as something essential to 
prevent inflation, and thereby 
propagandize for continuation of 
price control.” 

Pepper’s blast at NAM adver-| 
tising touched off Sen. Eugene | 
Millikin (R., Colo.), who said he 
was disturbed because NAM had | 
spent only $300,000. 

“Just think of the situation,” | 
said Millikin. “The NAM repre-| 
sents probably 70% of the volume | 
of manufacturing in the United | 
States. Yet that organization with | 
all that presumptive collecting | 
power spent only a little more | 
than $300,000. 

“My criticism is that the or-)| 
ganization did not spend $3,000,- | 
000. | 
“I think they have to let the| 


‘moths out of their pocketbooks. 


I think that when a business ques- 
tion becomes a political question, 
these business organizations must | 
get busy and take the rubber band | 
off the old pocketbooks and run 
a propaganda campaign that will, 
equal that of their opponents.” 
Mentions ‘Padding,’ Editorials 
When that 


Pepper protested 


$300,000 did not include “all the 
padding of expense accounts, nor | 
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ad is just a sample of what can be | 
done with this amazing new type- | 
setting device-and it cuts costs, too, | 
eliminating display type and hand | 
Jettering charges. Quick, simple, eco- 
nomical. .. any office girlcan be your | 
compositor. 


Write TODAY for catalog explaining 
the FOTOTYPE system and showing 
the 60 modern types now available. 


THE FOTOTYPE COMPANY 
625 W. Washington, Chicago 6 


the editorials which were carried | ing, asserting that under Taft’s in- 
by newspapers in furthering the/ terpretation, Department of Agri- 


interests of the organization,” Mil- | 


culture farm. bulletins, Federal 


likin drew a laugh by replying, Reserve bulletins and RFC sur- 


“The people to whom the Senator 
from Florida refers must live just 


veys all violate the law. 


as much as these side show bark- New England Stations 


ers at OPA.” | 

Taft said he was not critical of | 

AM’s rate of spending, but for | 
a propaganda campaign he would | 
rather have the job now being| 
done by CIO than that being done 
by NAM. - 

“Both organizations are spend- | 
ing a great deal of money, and I} 
am sorry to say that the technique | 
of propaganda is much _ better 
known by CIO than it is by 


Majority leader Alben Barkley | 
(D., Ky.) challenged the attack | 
on OPA’s use of funds for lobby-'! 


|radio stations. 
| tion of the group is planned. The 


Set Up Mayflower Group 


The Mayflower Group has been 
formed in Boston to offer adver- 
tisers a unit providing New Eng- 
land coverage of “community” 
Extensive promo- 


tentative station list includes sumer magazines will be used. 


WHYN, Holyoke; WHAI, Green- 


‘field; WBRK, Pittsfield; WESX, 


Salem; WOCB, Cape Cod; WNBH, 


New Bedford; WNAB, Bridgeport; 


NAM,” Taft said. _WKNB, 


New  Britain-Hartford; 
WNHC, New Haven; WNLC, New 
London; WNOC, Norwich; WSTC, 
Stamford; WATR, Waterbury; 
WKXL, Concord; WKNE, Keene; 


| 
| 


| 
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WLNH, Laconia, WHEB, Ports- | Signs for Net Show 


mouth; WKBR, Manchester, | 
WCOU, Lewiston; WAGM,|_G. N. Coghlan Company, West 
Presque Isle; WJOY, Burlington; | Orange, N. J., maker of Chimney 
WSYB, Rutland; WWSR, St. Al- | Sweep, a soot destroyer, has 
bans, and WDEV, Waterbury.| signed with ABC to sponsor’a 15- 
Bertha Bannan, radio representa- | Minute question-and-answer pro- 
tive, will handle sales. | gram-on the network Sundays at 
ar eee aes i se aa starting Oct. 13. 
: : e show will feature Léo Dur- 
Appoints Signet Agency ,ocher, manager of the Brooklyn 
Powell’s Products, manufacturer | Dodgers, answering sports ques- 
and distributor of photographic|tions submitted by listeners. 
supplies, has placed its advertis- | Agency is Roche, Williams & 
ing with Signet Corporation, Chi-| Cleary. 


cago. Business papers and con- ee ee 
APRA Appoints Lesly 


: _ Philip Lesly, director of public 

Admen to Meet in Sept. ‘relations of Ziff-Davis Publishing 
Affiliated Advertising Agencies Company, Chicago, has been 
Network, comprised of 28 agencies| named manager of the education 
in major marketing areas in the! department of the American Pub- 
United States, will hold its annual/lic Relations Association, Wash- 
meeting in Salt Lake City, Sept. ington, and a member of the or- 
19 to 22. |! ganization’s board of governors. 
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Shulton Ups Fall 
Budget by 15%; 
Uses More Color 


New YorkK—Shulton, Inc., cre- 
ator of Early American Old Spice 
and Friendship’s Garden toiletries 
for women, Leigh perfumes, and 
Old Spice for men, has increased 
its fall advertising budget ap- 
proximately 15% over last year’s 
fall appropriation. Predominantly 
a color campaign, with four-color 
insertions added to include more 
than three-fourths of the 101 ad- 
vertisements, the schedule includes 
promotion of four new packages. 

A color advertisement in the 
college issue of Mademoiselle, fea- 
turing Heartbeat perfume, 


| open the campaign, which will run | 


in 28 magazines. This copy also 
begins the fourth Leigh advertis- 
/ing promotion for 1946 under the 
current theme, “There’s 
|thing About an American Girl.” 
An Early American Old Spice 
|'shaving mug refill, returning to 
the market in a new package after 
several years’ absence, will be 
featured, Gift sets as well as the 
four Leigh Perfume Miniatures 
will receive special pre-Christmas 
emphasis. 

Magazines in which Shulton ads 
will appear during the second 
half of 1946 include: American 
| Magazine, Charm, Christian Sci- 
ence Monitor, Collier’s, Cosmopoli- 
tan, Esquire, Fortune, Glamour, 
Good Housekeeping, Harper’s 
| Bazaar, Ladies’ Home Journal, 


Some-_ 


Modern Screen, Motion Picture, 
National Geographic, Newsweek, 
The New Yorker, Photoplay, Red- 
book, The Saturday Evening Post, 
Seventeen, This Week, Time, 
Woman’s Home Companion and 
Vogue. 


| ; ‘ 
Appoints Ralph Harris 
Red Cape Leather Products Cor- 

| poration, Cabo Rojo, Puerto Rico, 
-has appointed Ralph Harris, New 
York, as its advertising counsel. 

Newspapers and magazines. in 
Puerto Rico are being used in 
| page units. 


To Ecotf & James 


Koehler & Sons, Horsham, Pa., 
/manufacturer of Skilko hardware 
| products, has appointed Ecoff & 
|James, Philadelphia, to handle its 


wiil | Life, Look, Mademoiselle, McCall’s, ' advertising. 


| 


Elects Forrest Webster 


The Industrial Marketers of De-| 


troit, chapter of the National In- 
dustrial Advertisers 


president, and T. D. Emerson of 


,Carboloy Company, vice-president. | 
W. E. Gibson, Detrex Corporation, | 


and A. L. Bogue, J. O. Buckeridge 
& Associates, have been reelected 
secretary and treasurer, respec- 
tively. 


Hendy Appoints Patch 


Clifford A. Patch has been ap- | 


pointed sales manager of the| 
western division of Joshua Hendy | 
Iron Works, Sunnyvale, Cal. Mr.) 
Patch, who succeeds Clarence) 
Jensky, will supervise sales of all | 
Hendy products manufactured at) 
the Sunnyvale and Torrance, Cal., | 
plants. 


you tap. 


D. C. WARREN 
FRED BANNISTER 
62 La Salle Road 
West Hartford 7 
Hartford 32-0486 


ROBERT F. BLAIR 


1016 Guardian Building 
Cleveland 14 
Main 0988 


100 East 42nd 


‘automobiles, aircraft, railroad rolling-stock, 
plus many others — are all key ‘‘members” 
of the metalworking industry. 


TH 


Today’s world-wide demand for home and 
industrial electrification is reflected first in the 
production of the basic equipment needed to 
generate and distribute electricity. Here is 
“buying power” that The Iron Age can help 


C.E.D. predicts a production increase of 58% 
over 1939 in the manufacture of heayy 
electrical machinery and accessories — a 
tremendous market for Iron Age advertisers. 


CASH IN on this “BUYING POWER” 


2 eee 


& 
‘iis 


The stock-in-trade of these ‘“‘member’’ in- 


dustries is metalworking. Their executives 
“think metalworking” on the job and off. 
They read The Iron Age, for it is their “‘metal- 
working headquarters” for news of develop- 


ments, legislation, trends, and events. 
The Iron Age’s power and prestige among 


The producers of this equipment — along 
with the manufacturers of farm machinery, 


REPRESENT 


Cc. H. OBER 
H. E. LEONARD 
100 E. 42d Street 
New York 17 
Murray Hill 5-8600 


PEIRCE LEWIS 


7310 Woodward Ave. 
Detroit 2 
Trinity 1-3120 


H. K. HOTTENSTEIN 


ATIVES 


B. L. HERMAN 
Chilton Building 
56th and Chestnut Sts, 
Philadelphia 39 
Sherwood 1424 


C. L. HASKINS 
1134 Otis Building 
Chicago 3 
Franklin 0203 


these key men can help you tap new areas of 
‘‘buying power’ — increase profits. Advertise 
in The Iron Age to reach the entire metal- 
working industry or any of its branches. 


JOHN M. HUGGETT 
814 Park Building 
Pittsburgh 22 
Atlantic 1832 


R. RAYMOND KAY 
2420 Cheremoya Ave. 
Los Angeles 28 
Granite 0741 


METALWORKING HEADQUARTERS 


Street 


A Chilton Q Publication 


E IRON AGE % 


New York 17, N. Y. 


Association, | 
has elected Forrest U. Webster, | 
sales and advertising consultant, 


wader the a 
{ persprrance odor gives offence 


Odo-ro-00 | 


jee chec 
offensive odor Made 
body 


FOR MEN—This is the first advertise- 

ment of a Canadian newspaper series 

for Odo-ro-no Ice, placed by Northam 

Warren Ltd., Montreal, through Cock- 
field, Brown & Co. 


Electromatic to Reiss 


Electromatic Mfg. Corporation, 
New York, maker of Coluratone 
_tabletop and “consolette” radio- 
| phonographs, has appointed Reiss 
| Advertising, New York as_ its 
_agency and is launching an exten- 
sive promotional campaign with an 
appropriation of nearly $250,000 
to be spent this year for advertis- 
ing in business and consumer 
magazines, publicity, newspaper 
mats, point of sale displays, direct 
mail and other material. 


Forms Production Firm 


Al Buffington Company, radio 
production, has been organized at 
2104 N. Charles St., Baltimore, by 
| Albert B. Buffington, originator 
of “Quiz of Two Cities” radio pro- 
gram now sponsored by Listerine. 
Before joining the Navy, he wrote 
and produced shows for the ac- 
counts of Stations WFBR and 
WBAL, Baltimore. Henry Riddick, 
former Mobile, Ala., advertising 
/man, will be associated with Mr. 
| Buffington. 


When they asked Diogenes 
why he offered his hand 


| toa statue, he said: To 


accustom myself to a 
refusal. 


| A good space buyer is a 

| statue, or a man, accord- 
| ing to the latest available. 
|. statistics. 

‘| Times-Herald circulation 

| ntakes space buyers kin! 


Editor and Publisher 


TIMES HERALD 249,576 * 
The STAR 211,046 
The POST 166,696 
The NEWS 104,461 * 


as of March 31, 1946 
*S-dav average MON. THRU FRIDAY. 


Times MAHerald 


WASHINGTON, D. C. 


National Representative 


GEO. A. McDEVITT CO. 
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Dallas Daily Boosts Two 


James L. Wilson, assistant ad- 
vertising manager, has been made 
assistant director of advertising 
of the Dallas Times-Herald, and 
Roy McKinney, also an assistant 
advertising manager, has _ been 
named local advertising manager. 


Dealers Offered Movie 


Spot movies made in Holly- 
wood are being offered, through 
United Film Service, by Bendix 


Se sg 


“Simpson-REILLy, LTD. 


4 Publishers Representatives 
. SINCE 1928 


LOS ANGELES __ 
GARFIELD BLDG. _, 


SAN FRANCISCO 
_ RUSS BLDG. 


; Home Appliances, South Bend, to 


dealers selling the Bendix auto- 
matic home laundry. The series 
of 13 trailers, each 60 feet long 
and carrying the dealer’s signa- 
ture, emphasize the advantages in 
the Bendix laundry. 


Fogarty Resigns Account 


C. C. Fogarty Company, Chicago, 
has resigned the account of the 
Sherrill Research Corporation, 
Peru, Ind., compass manufacturer, 
and its subsidiary, Sherrill In- 


|strument Company, Peru. 


'Two Join ‘U. S. News’ 


William D. Hutchinson and S. M. 
Barnet Jr., both recently released 
from the Navy, have joined the 
advertising sales staff of United 
States News and “World Report,” 


New York. 


Select Export 
Salesmen Well, 
Lindquist Advises 


NEw YorK—United States com- 
panies make many mistakes in 
Latin America, most of which 
could be avoided by following 
comparatively simple rules, David 
Lindquist says in an article titled 
“Exporter’s Primer,” in the July 
Inter-American. 

Listing do’s and don’ts for 
Latin American export, Mr. Lind- 
quist advises exporters to: (1) Set 
up an export department and hire 


an experienced man, send him to 
Latin America to meet the cus- 


| tomers and develop new ones; (2) 


pay him well, guarantee his ex- 
penses, investigate him thoroughly 
and then trust his judgment; (3) 
work with an American export 
house if your product fits well 
with the others handled by the 
company, thus taking advantage 
of a tested prospect list; (4) con- 
sider forming an export organiza- 
tion with non-competitive manu- 
facturers if a full-time department 
is too expensive; (5) grant exclu- 
sive representation to non-com- 
petitive manufacturers; (6) give 
thought to credit extension (Latin 
Americans are more generous in 
this respect than North Ameri- 
cans); (7) consider the rising 
standard of living in Latin Amer- 


Thirty-two ‘teen age ball players, picked by 
eighty-seven newspapers as the nation’s best, 
play for America’s championship in Wrigley Field 


~ on August 10th. 


Formerly played in New York's Polo Grounds, 
the game moves to Chicago this year. Here, the 
week prior to this classic has been proclaimed 
“Boys Baseball Week" by Chicago’s Mayor. Big 
leaguers Ty Cobb and Honus Wagner are team 
coaches. ABC’s national network will broadcast 
a play-by-play description. 

Through its sports-minded editorial policy and 
its many sports activities, Esquire influences mil- a 
lions and is the favored magazine of men doing 4 


things in sports. ? 


fs.q UUTE.. presents 
the third annual 


ALL-AMERICAN BOYS BASEBALL GAME 


Saturday, August 10th, 1946, Wrigley Field, Chicago 


American 


Living War 
Memorials. 


proceeds to 


Commission for 


Chicago Service 
Men’s Centers 


q &squine. 


the magazine for men 


of today and tomorrow 


- 
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ican countries, and the market po- 
tential; (8) keep the friendship 
and respect of the Latins with 
whom they do business. 

Mr. Lindquist, who has been a 
representative for a Milwaukee 
bottling equipment maker in Mon- 
tevideo, Uruguay, since 1937, cites 
several hypothetical instances of 
mistakes made by firms. One is 
the machinery company which 
employed a man who could speak 
neither Spanish nor Portuguese. 
Naturally, the man had to employ 
an interpreter, but the interpreter 
could not grasp the technicalities 
of the machines he was asked to 
describe. Result: a sales debacle. 


Women Won’t Do 


A second instance is the distiller 
which sent a woman to Latin 
America, instructing her to “keep 
expenses down.” The liquor busi- 
ness is not thought a proper one 
for women to be engaged in by 
Latinos, and besides, the custom- 
ers picked up the checks. Sales 
slumped. 

Mr. Lindquist reports the mar- 
keting situation is far different in 
Latin America. A representative 
must be investigated politically, 
particularly if he is to sell to gov- 
ernments, and the dislike of his 
compatriots may affect sales con- 
siderably. Don’t go to Latin Amer- 
ica yourself merely because it 
seems like a nice trip, Mr. Lind- 
quist warns manufacturers, be- 
cause Latins are allergic to the 
Americano who comes briefly, 
picks up his money and hurries 
home. — 

Hiring Europeans is a poor idea 
for an American manufacturer, he 
thinks, and North American manu- 
facturers will make a mistake if 
they fail to educate customers in 
the correct use of their products, 
or if they let local importers sell 
their products at _ inflationary 
prices. 


Appoints Binner 

C. P. Binner, formerly director 
of public relations, advertising and 
promotion of Brunswick - Balke - 
Collender Company, has been ap- 
pointed executive vice-president of 
Jacobs Sports Magazines, Inc., Chi- 
cago, with temporary headquarters 
in the Chicago office. He will also 
be director of promotion and ad- 
vertising for the Jacobs Sports 
group. ; 


Littelfuse to Browne 


Littelfuse, Inc., Chicago, manu- 
facturer of circuit protection and 
circuit detection devices, has ap- 
pointed Burton Browne Advertis- 
ing, Chicago, to handle its account. 
John Findlay, formerly managing 
editor of Industrial Marketing, 
Chicago, has been named adver- 
tising manager of the company. 


Huyler’s to Hanly, Hicks 


Huyler’s, New York candy man- 
ufacturer and restaurant operator, 
which recently acquired the Metro 
Chocolate Company of Brooklyn, 
has appointed Hanly, Hicks & 
Montgomery, Inc., New York 
agency. Caples Company for- 
merly handled the account. 


ATTENTION: 


CREDIT MEN—DIRECT MAIL— 
MAIL ORDER HOUSES 


For the first time a complete 
Directory of Dane County, Wis., is 
available — 

1. Complete Rural Directory. 

2. Complete City & Village Di- 
rectory (without Madison). 

3. Includes full name—wife—Em- 
ployer — Address — Owner or 
Renter. 

4. 300 pages up-to-date factual in- 
formation. 

Ready for release Nov. Ist. 

Single copies $15.00: Additional 

copies $12.50 each. 

We are printing to order only and 

will ship C. O. D. 


GLOBE DIRECTORY COMPANY 


119 Monona Ave., Madison 3, Wis. 
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Is it 
advertising 
that 
appeals 

to 


women? 


Let's look into the kitchen— a complete feminine domain. Far more advertising in America publicizes 

grocery products than any other classification. Last year, The New York Times Magazine was fourth among all national 
magazines in grocery linage. Glance through any copy of The Times Magazine and you'll 

see why it should be included on every list for women’s appeal products scheduled for magazines. 


The New York Times Magazine 
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Erie Issues Brochure 


Because of the ‘interest shown 
in its story of free American en- 
terprise in a series of ads in 
newspapers and magazines, Erie 
Railroad Company, Cleveland, 
through Griswold-Eshleman Com- 
pany, Cleveland, has compiled a 
brochure, titled “They’ve Been 
Working on the Railroad,” which 
outlines the campaign’s various 
phases. 


Sponsors Galen Drake 


Boyle-Midway, New York, will 
sponsor Galen Drake in a new 
series of five-minute programs for 


Aerowax over about 60 stations 
from coast to coast. The programs 
will be aired three times a week 
in transcription form beginning in 
August and continuing through 


the rest of the year. W. Earl Both- | 
well, Pittsburgh, handles the ac- 
count. 


Sign Arthur Godfrey 
Interwoven Stocking Company, 
New Brunswick, N. J., through 
United Advertising Corporation, 
Newark, has renewed its contract 
for participations in the “Arthur 
Godfrey” program, 6-7:45 a.m., 
Mondays through Saturdays, over 


Station WABC, New York. Dif! 


Corporation, Garwood, N. J.,! 


through Grey Advertising Agency, 
New York, has purchased three 
participations per week, Tuesdays, 
Thursdays and Saturdays. 


Freeman Handles Ads 


Maxwell M. Freeman, engaged | 
in various phases of store mod- | 
ernization and display work for 
National Furniture Review and 
“Modern Stores,’ has been ap- 
pointed eastern advertising man- 
ager of National Furniture Re- 
view, with headquarters in New 
York, effective Aug. 19. He suc- 
ceeds John J. Milligan, who has 
resigned. 


DETROIT. 


the city with a billion dollar buying power! 


Tell Your sales story in Detroit where it will be assured 


to have a telling impact in the most progressive, recep- 


tive and fastest moving market in the world. 


P. . WXYZ Completely covers the Detroit area at more 


reasonable rates than any other major Detroit radio station. 


Key Station of the Michigan Radio Network) 
; Pith a oe OE (0 haw os ea 


00 Stroh Building 


F Represented by 


1e iad H. Raymer a 


| 
} 
| 


posters in Spanish to Latin Americans for Spur, the Canada Dry cola. 
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W. G. 


Schoppmeyer, export manager of Canada Dry International, points to the first 
of six designs, each to be posted for a two-month period, which are being sent 
to licensed bottlers in Mexico, Central and South America for appearances this 
month. Similar signs have been developed in Spanish for Canada Dry ginger 


| SPUR IN SPANISH—Canada Dry Ginger Ale, Inc., New York, introduces 24-sheet 
| 


ale, and both sets will also be used for car cards. 


J. .M. Mathes, Inc., New York, 


is the agency. 


New Radio Fan 
Magazine Plans 
350,000 First Run 


NEw YorK—Harry and Edward 
Bobley, brothers who engaged in 
pocket-size book publishing be- 
fore the war, will start a monthly 
slick-paper radio fan magazine, 
Radio-Best, offering such features 
as “a new radio audience measure- 
ment, a yardstick indicating audi- 
ence-preference,” and talent and 
| program surveys. 

First issue of 84 pages is sched- 
'uled to hit the newsstands next | 
January with a minimum initial | 
run of 350,000. The tentative price 
is 25 cents per copy. Page size will 
| be 814%2x11 bleed, using four colors, 


| 


of the Navy, is temporary busi- 
ness manager. Harry Bobley, re- 
cently out of the Army, will be 
publisher, and his brother will be 
editor. The publication office is at 
452 Fifth Ave., New York. Branch 
offices will be established in Chi- 
cago and Los Angeles. 


Increases Lemon Drive 
California Fruit Growers Ex- 


change, Los Angeles, has an- 
nounced that in addition to its 
present campaign for Sunkist 
lemons it has planned a radio 


campaign promoting cold lemon- 
ade. Short announcements will 
be made several times each day on 
| 77 stations. 


Dazey Names Sanford 


Dazey Corporation, St. Louis, 


/and advertising will be “confined | manufacturer of kitchen helps, has 


to products normally accepted by | 
‘the industry for commercial broad- | 
_ casting. ” Rates have not been an- 
| nounced. 

Harold Crossman, recently out 


| 


| 


| 


|named the D. E. Sanford Com- 
pany, New York, as national sales 
| representative. Plans call _ for 
/'more than 500 demonstrations in 
leading hardware and department 
stores throughout the country. 


SS 


in Canada. 


the city 


TORONTO 


Cea Elizabeth Way” from West Y, 


S 


APPROACHES 


The accepted approach to buyers 
in Toronto, for three generations, 
has been through the advertising 
columns of The Evening Telegram. 
These readers are concentrated in 
the centre of the richest market 
This area, within a 
radius of one hundred miles of 
contains one-sixth of 
the population of Canada and one- 
third of its buying power. 
use of The Evening Telegram 
covers a major portion of this 
great consumer market. 


ntos HOME TOWN’ Newspaper 


| The EVENING TELEGRAM 


New York: Dan A. Carroll 


% TORONTO 


The 


CANADA 
Chicago: John E. Lutz 
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IndustrialEmploye Between 1943 and February,|New England ... 
19 


46, employment fell 20 to 30% | Pacific 


Rank-by Regions-— 
Is Unchanged Pinike reabene 


WASHINGTON — Although manu-| Manufacturing employment by 
facturing employment at the end census regions (000 omitted) is 
of February, 1946, was 23% above shown in the following table: 
the 1939 level, the Bureau of La- | 


30% in the west south central and 
|/mountain regions, and 50% in the 


Feb. 

bor Statistics finds that the rela-| 1939 1943 1946 
tive position of each of the nine| Sh idee bee aaa ee rear 
. . | 2 e é CC... S56 ~Vs o,00? 

census regions in the-total manu-| North Central. 2.754 4,860 3.518 
facturing economy has remained) south Atlantic... 1,244 1,794 1,418 


virtually unchanged. | 


in six regions; slightly more than | 


1,169 1,771 1,362 

cee eCe ve ws 565 1,647 830 

W. North Central 513 1,007 T68 | 

EK. South Central. 502 7138 549 

W. South Central. 362 764 516 

Mount@in .2..665> 95 173 119 
Set Dog Week Dates 


Observance of National Dog 
Week has been set for Sept. 22-28, 
using the slogan “Faithfully 
Yours,” and the emblem of a 
youngster and his canine pet. 
Lowell Thomas is general chair- 
man. 


| Airline Boosts Tolman 


Prescott A. Tolman has been 
promoted to general traffic and 
|}sales manager of Eastern Air 
Lines, New York. He rejoined the 
| company last fall after three years’ 


Corps captain. 


REMA Schedules Exhibit 


The Refrigeration Equipment) 
Manufacturers Association with | 
the cooperation of the Frozen Food | 
|Locker Manufacturers and Sup-) 


31 


| pliers Association will sponsor the 
‘fourth all-industry refrigeration 


and air conditioning exposition, to 
be held in the Cleveland Public 


Auditorium, Oct. 29 to Nov. 1. 


service in the Pacific as a Marine) 


OUTSTANDING 
SALES PRESENTATIONS 


Out of town inquiries invited 


CHART-FACTS wre 


WH 4-7050 
Illustrated Brochure “A” on Request 


Reviewing the wartime trends| 
of manufacturing employment, the 
bureau finds that the nine re- 
gions remain in the same rank 
that they occupied before the war, 
except for the east north central | 
region (Ohio, Indiana, Illinvis, | 
Michigan, Wisconsin), which has 
nosed the middle Atlantic (New 
York, New Jersey, Pennsylvania) 
region out of first place. 

In 1937, manufacturing employ- 
ment rested at 10,078,000. It hit a. 
peak of 17,381,000 in 1943 before 
tapering off to 12,412,000 in 
February, 1946. 

Before the war, the middle At- 
lantic states led all others, ac- | 
counting for 28.5% of all manu-_ 
facturing employment, while the 
east north central states followed 
with an additional 27.3%. 


Two Leaders Shift 


Early in the war, the two 
changed places, with the shift per- 
sisting in February, 1946, when 
east north central states had 28.3% 
of total manufacturing employ- 
ment, and the middle Atlantic 
states 26.8%. 

Recapitulation of the wartime 
employment cycle demonstrates 
that no region experienced an 
employment increase of less than) 
40% at the peak in 1943. Employ-| 
ment doubled in the west south 
central region and tripled in the 
Pacific region. 


IN EASTERN NORTH CAROLINA 


WHEN YOU USE 


WASHINGTON, 


... typical of the high stakes in the Sunbelt 
Farm Market of America 


Thick, juicy steaks . . . $393,745,000* worth of them... come from 


$393,745,000 SLICE OF THE NATION'S STEAKS 


THE VITAL 6TH of the 
American Farm Market 


NORTH CAROLINA 


Soon $000 Watts % 
930 KC . 1000 Watts 4, 


Local advertisers know when they 
get results from their advertising 
dollar. In the rich agricultural belt of 
Eastern North Carolina, WRRF is the 
favorite of local advertisers, because 
they know it sells their market... a 
market with an annual income from 
tobacco alone of over $175,000,000. 


One merchant used WRRF exclu- 
sively to advertise his services. He is 
now happily building a new, en- 
larged plant to take care of his 
increased business. A food product 
concentrated its advertising budget 
for the area on WRREF and increased 
its sales volume 400 per cent through- 
out this territory of 600,000 potentiai 
buyers. 


By concentrating your sales effort 
on WRRF, you too can cash in on 
this ‘‘as good as gold"’ market .. . if 
you want co sell Eastern North 
Carolina... write us for 
details. 


ABC NETWORK 


the Sunbelt Farm Market of America where warm sunshine, a 
long growing season, and rich soil produce 15% of the nation’s 
beef supply. The editors of FARM AND RANCH know these herds 
of cattle that run the range the year round. In 1928 they inaugu- 
rated the breeder-feeder movement, expending their time, their 
money, and intensive editorial support to the movement until it 
gained the full accord of the cattle-raisers of the Southwest Sun- 
belt Farm Market. ‘Feeding out” the cattle has resulted in size- 
able increases in cash income to the region. Activities like this 
through the years have made FARM AND RANCH first in reader 
interest. That’s why your advertising in FARM AND, RANCH 
delivers sales impact to the dealers, the farmers, and the ranchers 
of the Sunbelt Farm Market of America, your vital one-sixth of 
the total American farm market. 


*Farm Income Situation, U. S. Dept. of Agriculture, April, 1945. 


apne 


DALLAS, TEXAS 


St. Louis. 


The Southwestern Sunbelt 
represents a vital one-sixth 
of the total American farm 
market. The Sunbelt states: 
Texas, Oklahoma, Arkan- 
sas, Louisiana, and New 
Mexico, are big states with 
farms twice the size of the 
national average. The bal- 
ance of its farm products is 
unparalleled in any other 
region. Sixteen percent of 
the nation’s farms are 
located within the South- 
western Sunbelt Farm Mar- 
ket—producing a year 
round harvest of money 


Branch Offices: 52 Vanderbilt Avenue, New York; 75 East 
Wacker Drive, Chicago; 205 Globe-Democrat Building 


West Coast Representatives: Simpson-Reilly, Lid., Russ 
Building, San Francisco, California; Garfield Building, 
Los Angeles, California. 
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THESE NEW SERVICES have been created to help Post advertisers merchandise their ad- 
vertising to distributors, jobbers, field men, retailers, etc. 


THE SERVICES enable an advertiser to provide advance notice of forthcoming advertising 
in the Post so that his distributing organization may take full advantage of Post impact 
at the point of sale. 


THE COMPLETE SERVICE consists of: 


A direct mail service — postcards and folders 
illustrated with sparkling, full-color miniatures of 
selected Saturday Evening Post covers. Folders 


Dealer display cards featuring advertisements 
‘*As seen in The Saturday Evening Post.” 


Package and envelope stickers, etc. 


are designed to show advertisements ‘‘As seen in 
The Saturday Evening Post.” 

Here for the first time an advertiser can obtain 
a complete service. We have arranged to handle 


This material was created for the sole purpose vi 
merchandising advertising in the Post. 


The services are offered at a fair price based on our 
cost in quantity runs. 


imprinting, addressing, sorting and mailing. POST ADVERTISERS wishing complete details about 


these new services should get in touch with the 
nearest office of The Saturday Evening Post. 


A special letter service combining a trade mark, 
product, or company name with that of the Post. 


NEW YORK OFFICE 
60 East Forty-Second Street 
New York 17, N. Y. 


CHICAGO OFFICE 
333 North Michigan Avenue 
Chicago 1, Illinois 


CLEVELAND OFFICE 
1400 Guardian Building 
Cleveland 4, Ohio 


DETROIT OFFICE 
18th Floor, Fisher Building 
Detroit 2, Michigan 


BOSTON OFFICE 
Statler Building 
Boston 16, Massachusetts 


SAN FRANCISCO OFFICE 
235 Montgomery Street 
San Francisco 4, California 


PHILADELPHIA OFFICE 
Independence Square 
Philadelphia 5, Pa. 
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> UTILITIES 
The JOURNAL-TIMES 


| Appoints Barnard 


REPRESENTATIVES 


‘Marking Magazine Bows; 


‘Devices’ Changes Name Certified Lamp 


| 


Marking Devices Publishing | 


Company, Chicago, has begun : 
publication of Industria Marca- a ers ay | 
|dora, a controlled’ circulation, 


twice yearly business paper for » P) 
Latin America, which will go © Ad p k 4] 
stationers, marking equipment @d in 
manufacturers and to large indus- 

Postwar Lines May 


trial and commercial users of 

marking products. A 
Be Displayed at 
January Market 


The name of Marking Devices, 
this publisher’s monthly publica-| 
tion, has been changed to Mark-| 
ing Industry, 

a | CLEVELAND—The Certified Lamp 
| Makers, including more than 100 
; |of the leading manufacturers in 

Elliott H. Barnard has been ap- a : 
pointed to the newly created posi- | the field, will launch an ageree- 
tion of general sales manager of | Sive national advertising campaign 
the Complete Home Improvement | in 1947 to promote a postwar line 
& Equipment Company, Buffalo. (of certified lamps. 


piste 


9 out of 10 


NEW YORK ADULTS RIDE , 
THE NEW YORK SUBWAYS 


COVERAGE: 89% of adults ride 
EXPOSURE: 23 minutes per ride 
REPETITION: 26 rides a month 
COLOR: All you want 


... this is subway advertising! 


~NEW YORK SUBWAYS advertising compony, inc 


CAR CARDS + STATION POSTERS 


» 
> 


Member of NATA 


630 Fifth Ave., New York 20, N.Y. 


410 N. Michigan Ave., Chicago 11, Ill. 


Advertising schedules aren’t be- 


|ing talked about yet and, in fact, 


specifications for the new 
fied lamps won’t be released until 
September. But, according to some 
manufacturers, they will be in 
production in time for a showing 
of the lamps at the January furni- 
ture market in Chicago. 

The manufacturers’ group, in a 
limited campaign now running in 
trade publications, promises in- 
tensive advertising of the line 
when ready, and utilities and re- 
tailers throughout the country are 
expected to lend heavy backing to 
the promotion. The utilities alone 
may spend between $1,500,000 and 
$2,000,000 in advertising and pro- 
motion, and the combined effort 
probably will surpass all previous 
promotion. 


Group Succeeds IES 


Certified Lamp Makers is the 
successor to I. E. S. Better Sight 
Lamp Makers, a cooperative plan 


fathered by F. C. Foster, president | 


of Foster & Davies, Cleveland ad- 
vertising agency, in 1934. The in- 
itial group adopted national ad- 
vertising in magazines and news- 
papers, as well as carrying on a 


'consistent trade publication cam- 


paign, to familiarize the public 
with the IES tag guaranteeing 
quality. The lamps, following spe- 
cifications of the Illuminating En- 
gineering Society, were certified 
by Electrical Testing Laboratories. 
Utilities, as well as such retailers 
as department and furniture 


/stores, enthusiastically backed the 


IES campaign with advertising of 
their own. 

Specifications for the postwar 
line, to be submitted to manufac- 
turers in September, will include 
eight different types, ranging from 


large floor lamps to dainty dress-| 


ing table designs. Business paper 
copy now appearing claims that 
the new lamps will give an av- 
erage of twice the usable light, 


certi-| 
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}and in some models even more. 
| Mechanical excellence and up-to- 


date styling also are being 
stressed. 
The Illuminating Engineering 


Society, primarily a group of pro- 
fessional engineers, felt that the 
| original program had become so 
| extensive that it had outgrown the 
society’s primary function and ac- 
cordingly asked that its name be 
withdrawn from use in promot- 
ing the product it had developed 
through years of technical re- 
search. The society, however, will 
continue to issue recommendations 
‘or illumination. 

Revenue for the national adver- 
tising programs has been raised 
by means of the certification tags 
issued for each lamp, and this 
method will continue in use. In 
addition, Electrical Testing Lab- 
oratories will continue to see that 
high mechanical and _ electrical 
| standards are maintained through 
|constant testing. 

Foster & Davies will continue to 
direct coordination, management 
‘and promotion of the group. Don 
Julien of the agency is executive 
secretary of the Certified Lamp 
Makers. 


Agency Splits in Two 

Coulter & Grinstead Advertising 
Agency, San Antonio, Tex., has 
been dissolved. Doyle Grinstead 
| will form his own agency under 
|hisown name. Robert G. Coulter is 
| retaining the Coulter & Grinstead 
headquarters in the Majestic build- 
|ing for a new agency named Coul- 
| ter & Coulter. His wife and Charles 
|A. Coulter, his brother, will be 
|associated with the Coulter & 
| Coulter agency. 


Walden Appoints Ellis 


Walden Commodities, Inc., Buf- 
'falo, manufacturer of pre-cut 
homes, has appointed Ellis Ad- 
vertising Company, Buffalo, to 
handle its advertising and pub- 
licity. 


=u 


; - 
What is 


In Lawrence it's $90,480,000 — the aggregate buying income 
of a buying market! In the Capital of the Worsted Textile In- 
dustry of America, you'll find the responsive, lucrative market 


you're searching for! 


P. S. April wages in Lawrence increased 4°/, over March, according to a re- 
port just received from the Department of Labor and Industries. 


35,000. 


Reach the people who are better able to buy 
your product. 
newspaper—the Eagle-Tribune. 
of every 100 homes. 


Reach them thru their daily 
Read in 95 out 
ABC Circulation over 


th EAGLE- TRIBUNE 


- LAWRENCE, MASSACHUSETTS 


WARD-GRIFFITH CO. -NATIONAL REPRESENTATIVES 
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New Foundation 
Forms to Promote, 
Market Inventions 


CuiIcaco — National Foundation 
for Science and Industry, new 
non-profit organization set up here 
to help inventors market their 
ideas and products, plans to pro- 
mote the service next fall with a 
network radio show tentatively 
titled “Pioneers of Progress.” 

Alfred R. Babcock, president, 
revealed that a “major network 
is considering the show as a sus- | 
taining feature until commercial | 
contributions make it possible to | 
produce it on a sponsored basis.” 

Initial financing of the founda- | 
tion has been contributed by Mr. 
| 
| 


Babcock, who is head of A. R. 
Babcock & Associates, real estate 
appraising firm. George Von Gehr, 
Chicago patent-attorney, speaking | 
for the foundation, said a number | 
of large and small industrial or- | 
ganizations have agreed to share | 


in the foundation’s expenses. | 
Company names were not re- | 
vealed. | 


Mr. Babcock and Mr. Von Gehr | 
said that fees will not be solicited | 
or required from inventors, ex-. 
cept that inventors will be asked | 
to pay a small charge when they | 
successfully market an invention 
through the foundation. Chief | 
method to bring inventors and in-| 
dustrialists together will be. 
through publication, beginning in| 
September, of ‘“Inventor’s Digest,” | 
which each month will describe | 
1,000 or more new patented or 
patentable ideas or products and) 
will be mailed to 10,000 manufac- | 
turers. 

The radio program will be used | 
to “stimulate invention” and in-| 
form inventors of the foundation’s | 
services. The show will dramatize 
lives of famous inventors and will 
spotlight inventions that have not 
yet gained commercial acceptance. | 
The foundation expects later to. 
give research grants and fellow- 
ships to promising inventors to 
help them develop their ideas in 
colleges and industrial research | 
laboratories. 


To Construct FM Station 


Buckeye Broadcasting Company, | 
operator of Station WSAI, the. 
Marshall Field station in Cincin- | 
nati, has received FCC approval 
for construction of a frequency | 
modulation broadcasting station. | 


| 
| 
| 
| 
Buffalo’s largest chain of | 
theaters, with three first- | 
run and eight neighbor- | 
hood houses, placed | 
52.9% of its 1945 ad- 
vertising lineage in the _ 
Courier-Express. 


You'll find that it’s equal- 
ly good “box office” for 
you to remember that in 
Buffalo 


... You Need the 


BUFFALO'S ONLY 
MORNING & SUNDAY NEWSPAPER 


| variety show, “On the Sunny|mail campaigns for radio trans- 

Increases Rates | Side,” the problems involved in| mitters and receivers used prin- 

Effective Sept. 1, the Shreveport | supplying electrical household ap-|cipally for airway and _ airport 

Times will increase its flat, per | pliances. The customers are urged | traffic control, Seletron selenium 

line, rate for general advertising to place only one order for one| rectifiers, and Thermatron units 

from 16 cents to 18 cents for daily | electrical appliance item at only for high frequency heating of 
insertions and from 18 cents to 20/| one dealer’s store. The program | plastics. 


cents for Sundays. ‘is aired each Thursday at 9 p.m.,| sanensicctieitianaailt 
Rejoins Film Library 


Saleaainde EST. 
WLW Appeals to Buyers A ints O. S. T Russell E. Sievert, recently re- 

Station WLW, Cincinnati, with ppoimis » ©. Lyson ‘leased from the Navy, has re- 
the assistance of the electrical Radio Receptor Company, New sumed his post as western division 
leagues in Kentucky, Indiana,| York, has appointed O. S. Tyson | manager of Bell & Howell Filmo- 
West Virginia and Ohio, is inform-| & Co., New York, to handle forth- | sound Library, with headquarters 


ing the public through a musical’ coming business paper and direct’ in Hollywood. 


Cover Catholic 
t Schools, Churches, 
and Institutions 
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Near Crisis at Oxford Paper Company 


by Tony Barlow 


San 
MY, 


ee 


i SUPERINTENDENT 


N 


U 


TREMENDOUS SUSPENSE! A FOURTH 
GENERATION OXFORDITE, FOR A SPLIT 
SECOND, ALMOST SHOWS INTEREST IN SOME- 
THING BESIDES FINE QUALITY PAPER. 


NE of the basic reasons for 

the consistent high quality 
of Oxford Papers is the long 
ingrained “know-how” of its 
papermakers. 


In many cases there are three 
generations of the same family 
line at Oxford. Two generations 
of the same family are not unusual. 
Veteran papermakers who have 
spent their whole lives at Oxford 
are numerous. 


This fine craftsmanship is in 
addition to Oxford’s extensive 
papermaking facilities—in addi- 
tion to Oxford’s convenient and 
plentiful supplies of pulpwood— 


in addition to complete control 


over all the production processes 
from start to finish. 


Also contributing to Oxford 
quality is never-ending research, 
which meets current papermaking 
problems as they arise and con- 
tinues to advance the papermak- 
ing art. 


PAPERS 


Behind all this is Oxford’s half 
century of background—its many 
years of producing over 1,000 
miles of quality paper a day. 


So for quality printing papers, 
why not come to quality paper 
headquarters — Oxford. Consult 
your Oxford merchant. 


Included in Oxford’s line of quality printing and label 
AY papers are: ENAMEL-CoATED — Polar Superfine, Maineflex, 
Mainefold, White Seal and 
UncoaTep — Engravatone, Carfax, Aquaset Offset, Duplex 
Label and Oxford Super, English Finish and Antique. 


Rumford Litho C1S; 


OXFORD PAPER COMPANY 


230 PARK AVENUE, NEW YORK 17, N.Y. 


MILLS at Rumford, Maine 
and West Carrollton, Ohio 


WESTERN SALES OFFICE: 
35 East Wacker Drive, Chicago 1, Ill. 


DISTRIBUTORS 
in 48 Key Cities 
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Issues Research Guide 


Bader Associates, Webster 
Groves, Mo., has issued “The In- 
terviewer’s Guide,” which is de- 
signed to advance and improve 
the standards of interviewing. The 
guide discusses all phases of mar- 
ket research interviewing yet at- 


a + e 
Heavily in Saving, 
supe in andi Beate 4s- BAF Survey Shows 


the users of research, including) 
the hiring, training and control of 
field workers. 


Planning Figures 


Low Income Groups 
Include Segment 


of 'Big Savers’ 
MAIL ORDER ° 
ADVERTISING 0.2.27 Se 


or more in liquid assets are com- 


mon only among those whose in- 
WITH 46 G U Y q 77 | comes exceed $3,000 a year, the 
| Bureau of Agricultural Economics 
From now on, mail order advertising and | iNds in examining national sav- 
direct mail wilt have to work harder! Pretty ings habits for an explanation of 
pictures, smart, javeuts, cout” gnatavings the fact that 10% of the savers 
copy with "GUTS"—ideas and careful plane hold 60% of privately controlled 
ning—to make ‘em want what you have to sell liquid assets : 
instead of what your competitor wants to sell | ; 
them. Get our story! Serving by mail, coast’ Although those who are cur- 
nada. rently most prosperous are also the 
LES L. FINKLE ASSOCIATES people with the most handsome 


to coast in United States and 
408 South Spring, Los Angeles 13, Calif. | nest eggs, BAE finds that the lower 


income brackets contain many in- 


‘dividuals in better circumstances 


than the statistics might imply. 
Mulling through reports on 3,000 
interviews, comprising a_ scien- 
tifically selected national sample, 
BAE’s division of program surveys 
assures the Federal Reserve Board 
in a report released July 20 that 
that there are those who save 
large proportions of small incomes 
as well as those who save small 
proportions of large incomes. 


Planning Figures Heavily 


The analysis of spending and 
saving characteristics, comprising 
the second of a three-part study on 
liquid assets, leads to the conclu- 
sion that deliberate planning has 
at least as much to do with an in- 
dividual’s liquid asset status as 
steady income. 

While the opportunity to save, 
brought about by steady income 
and employment, is important, 
BAE demonstrates that those with 
more education, a socially recog- 
nized profession, and regular sav- 
ing habits stand out as “big sav- 


For more sales power... 


Outdoor Life 
pet ape eng 


THE MOST POWERFUL MAGAZINE ... IN THE 4 BILLION DOLLAR SPORTSMEN’S MARKET 


ers” regardless of their income 
bracket. 

Not only the amount, but the 
rate of saving, increases in the up- 
per brackets, BAE found. Below 
$3,000 a year the proportion sav- 
ing as much as 10% of income is 
very small; in the upper brackets 
the majority saves at least 10% 
and many save 20 to 30%. 

Showing that the big savers are 
not necessarily the big income 
people, BAE reports that 10% of 
the big savers have 60% of the 
assets, but 8% of the big earners, 
those making over $5,000, account 
for only 36% of the assets. 

Again, though the 50% “small 
savers” hold only 3% of the assets, 
the 47% with incomes below 
$2,000 hold 20% of the assets. 


Will Hold Savings 


While it is still obvious that 
liquid assets are closely concen- 
trated, and that the bulk of them 
rest with the upper income brack- 
ets, BAE’s second report indicates 
that marketingwise it would be 
unsafe to ignore the lower earn- 
ings bracket, particularly since 
BAE has found that most buying 
will be from current income or on 
credit. 

Only 9% of those interviewed 
considered savings as an instru- 
ment for buying durables, travel 
or redecorating their homes. At 
least 60% said they saved for ‘“‘se- 
curity’”—29% “for a rainy day”, 
18% for sickness, 7% against un- 
employment and 27% for old age. 
Others saved for “children’s fu- 
ture” (17%) or “investment” 
(22%), particularly housing. 

This second instalment of the as- 
sets study (AA, June 24), made at 
the request of the Federal Reserve, 
and summarized in the “Federal 
Reserve Bulletin” for July, esti- 
mates that 20.1% of the nation’s 
“spending units” had incomes of 
less than $1,000 in 1945. 

Providing working data in an 
area that has previously been 
blacked out, BAE determined that 
27% received $1,000 to $2,000; 
22.4% $2,000 to $3,000; 15.3% 
$3,000 to $4,000; 6.8% $4,000 to 
$5,000; 4.8% $5,000 to $7,500 and 
2.6% over $7,500. 


War Bonds at Top 


It also revealed that U. S. dis- 
count bonds (war bonds) make 
up 36% of the liquid assets in the 
hands of individuals; other gov- 
ernment bonds 12%, savings ac- 
counts 31%, checking accounts 
21% and currency 1%. 


Averaged out, that would give) 


PARTNERS — Milton H. Schwartz, who 
has just resigned as vice-president of 
Foote, Cone & Belding to become ex- 
ecutive. vice-president and key stock- 
holder in H. M. Gross & Co., Chicago 
agency, looks at some copy with Presi- 
dent Harold M. Gross. Another key 
man in the new set-up, said to be 
nearing $2,000,000 in billings, is Henry 
Flarsheim, who continues with the new 
agency as vice-president and treasurer. 


each saver $1,768, made up of 
$640 in discount bonds, $211 in 
other government bonds, $552 in 
savings accounts, $345 in checking 
accounts and $20 in cash. 

Despite the fact that life insur- 
ance and retirement plans, used 
by 61% of those interviewed, are 
by far the most popular form of 
saving, the amounts of money ac- 
cumulated this way are relative- 
ly small—less than $500 a year in 
59% of the cases. 

U. S. Savings bonds, the sec- 
ond most popular form of saving, 
accounted for the most money in 
1945. Of the savers, 37% bought 
bonds, 18% increased savings ac- 
counts, 11% checking accounts and 
18% made payments on mortgages 
and loans. 

Of the 20% having incomes of 
less than $1,000, half had no sav- 
ings, yet 5% of those with asset 
holdings of $2,000 to $5,000 and 
8% of those with more than $5,000 
reported that they were currently 
making less than $1,000 a year. 


Backlogs Exceed $5,000 


In general, however, people in 
the higher brackets had more sav- 
ings than those in the lower brack- 
ets. A substantial portion of those 
with incomes over $5,000 a year 
had backlogs exceeding $5,000. 

In 1945, the 70% earning less 
than $3,000 a year accounted for 
only 25% of the saving, while the 
8% earning more than _ $5,000 
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saved 40% of the net amount ac- 
cumulated that year. 

The majority of those who had 
incomes of $5,000 in 1945 said that 
they had saved at least $1,000. Of 
the 30% who did no saving that 
year, two thirds had incomes of 
less than $2,000. 

BAE found that most people felt 
their financial situation had grown 
worse since the war. Although al- 
most as many had higher incomes 
as had decreases, the majority felt 
their situation had not improved, 
or had even grown worse. 


Median Income $2,020 


In reporting that 47% had 
money incomes below $2,000 in 
1945, and one out of seven made 
more than $4,000, BAE concluded 
that the median income that year 
was $2,020. 

Searching to find out who has 
the best income and does the most 
saving, BAE found that young peo- 
ple and old people on an average 
have lower incomes than people 
in the middle age brackets. Of 
the spending units whose heads 
are under 30 or past 60, about two 
thirds had incomes of less than 
$2,000 in 1945, whereas of those 
whose heads were 30 to 60, only 
one third had incomes of less than 
$2,000. 

Low incomes were less frequent 
and high incomes more frequent in 
metropolitan areas than in other 
urban areas or rural areas. 

High incomes were more fre- 
quent among professional, man- 
agerial and self employed people 
than other occupational groups. In 
these groups, two out of five had 
incomes exceeding $4,000 in 1945, 
while only one out of seven white 
collar, skilled or semi-skilled 
workers and one out of 50 un- 
skilled workers received $4,000 or 
more. 


‘City’ Savers Trail 


Looking over the “big savers” in 
all income groups, BAE found that 
only 13% of the spending units 
living in metropolitan areas were 
“big savers”, while 37% of those 
living in open country were in 
this category; that 29% of the col- 
lege graduates rated “big saving” 
classification and only 20% of 
grammar school graduates; that 
34%. of the business, professional 
or clerical workers were “big sav- 
ers” and 33% of the skilled and 
unskilled workers. 

BAE found that the 48% who 
meet expenses first, and save what 
is left, save far less regularly than 
those who allocate a fixed amount 
for saving and meet expenses from 
the remainder. 

Among those who were big sav- 
ers, 31% were “deliberate”, includ- 
ing 24% who use the payroll sav- 
ings method. Of the medium sav- 
ers, 45% were deliberate, half of 


Write to THE 


REPLY-O PRODUCTS CO. 


150 West 22nd Street, New York 11 


them using the payroll savings, 


program. 
Preparing Third Report 


When Negro and white people 
of similar incomes are concerned, 
it appears that their rate of saving 
is similar, but their liquid asset 
holdings are very different. “Near- 
ly as many Negroes as whites were 
large savers for their incomes in 
1945, and only a small percentage 
were small savers,” BAE said. “On 
the other hand, more than half 


the Negroes have small total hold- 
ings for their incomes as com- 
pared with about one-fourth of 
the white people.” 

Like the earlier installment, this 
report is available in summary 
form in the “Federal Reserve Bul- 
letin”, or in full from the BAE’s 
division of program surveys. A 
third section deveted to factors 
that influence prospective spend- 
ing, and saving is in preparation, 
as well as a special report dealing 
with farm operators. 


Form Industrial Agency 


Charles E. Cunningham, John P. 
Eldridge and Nelson J. Ross have 
organized Cunningham, Eldridge & 
Ross, a partnership, with offices 
at 42 S. 15th St., Philadelphia 2. 
The company will handle public 
relations and sales promotion for 
industrial clients. 


Diplomat to Tracy, Kent 
Diplomat Products, Inc., North 


Bergen, N. J., manufacturer of & 


Diplomat chicken products, has 
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appointed Tracy, Kent & Co., New 
York, to handle its advertising. 
Newspaper advertising in the New 
York area will be used. 


{/ ARE MORE DISTINCTIVE 


Window and Convention 


Displays, Presentations, 
Posters and Signs. 


Fe CARLSON SIGN & DISPLAY 2 


PHONE WAB. 9111 + 505 S. STATE, CHICAGO 


his is Yoledo 
and this is Lasa le’s | 


Lasalle’s is not only Toledo’s 
largest department store—it’s the 
largest store in all of Northwest 
Ohio. It has nine selling floors, 
104 selling departments, 75,000 
faithful charge customers. It sells 
Tina Lesers and Teena Paiges, 
Rosensteins and Rosenfelds, Car- 
negies right along with Carlyes. 
And there isn’t a store on Fifth 
Avenue that can claim as many 
Big-Name exclusives! Right now 
Lasalle’s is operating one lusty 
suburban branch, two more are 
scheduled to be opened. Watch 
Lasalle’s get bigger and greater 
every year, reflecting Toledo’s im- 
portance as a retail selling field— 
a field that merits your serious con- 


sideration. 


and this 


TOLEDO BLADE 


Lasalle’s first advertisement in The Blade (shown at 
right) appeared September 1, 1865. It was the fore- 
runner of countless thousands. The Blade is proud 
to have served Lasalle’s—in common with Toledo’s 
other fine retail stores—for so many years. 
serve them well, it has always aimed to serve well 
the interests of its readers. To this end, The Blade 
printed, in 1945, a greater volume of news than any 


is the 


other evening paper in the nation... 


TOLEDO BLADE 


One of America’s Great Newspapers 


To 


78 Summil' 
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NEW STORE, 
NEW GOODS. 


FALL TRADE. 
; ite 
GRAN D OPENING] jogs 


or TUB 


NEW DRY GOOD3 RSTALISHMNNT. 
LASALLE & EPSTEIN, 


61 SUMMIT STRERT, TOLEDO, OHIO, 


We have opened at the above place a well ¢clected 
stock of 


‘|Foreign and Domestic Dry 
Goods, 


To which we invite the atteution of the public. 
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YANKEE NOTIONS, IIOSIERY, ETC., ETC., | thon tob 
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REPRESENTED BY PAUL BLOCK AND ASSOCIATES 


Write for 
“This is Toledo”’ booklet. 
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Iowans Plan Research 


A bureau of audience research 
will be established at the Univer- 
sity of Iowa school of journalism 
this fall, with Prof. Norman C. 
Meier as acting director, to “make 
available to this part of the coun- 
try scientific techniques which 
heretofore have been used chiefly 
in large cities and the industrial 
East.” The project is an out- 
growth of a radio news study 
made by the school last winter in 


cooperation with Station WMT, 
Cedar Rapids and Waterloo. 


Richard Roffman Moves 


Richard H. Roffman, general 
|Manager and associate editor of 
This Month, has been appointed 
director of advertising and public 
relations of All Purpose Chair 
Corporation, New York, recently 
‘established as exclusive distrib- 
uting agent for a new type of 
beach chair, the “Stu-Val-Chair,” 


Use The Chicago Defender. 
Lowest milline rate in the Negro field. 


will produce the best results. 


FOR A TEST OF THE NEGRO MARKET 


Lowest cost per inquiry in the Negro field. 

The Chicago Defender is read in more than 200,000 homes each week through- 
out America - North - East - South - West. 

A. B. C. circulation in excess of 200,000. Rate only 40c per agate line. 

Your advertising to a most profitable field through the most profitable medium 


THE CHICAGO DEFENDER 


offers more for your advertising dollar than any comparable media. 
George T. Hopewell, Representative 
101 Park Avenue, New York 17, N. Y. 
Tel. LE. 2-3783 


which will be ready for the con- 
sumer market later this summer. 


Colgate Signs 
Dennis Day Show 


Colgate - Palmolive - Peet Com- 
pany has signed singer Dennis Day 
and bought the old Bob Burns 
(Lever Bros.) spot on NBC, 
Thursdays at.7:30 p.m., for a 
half-hour program called “A Day 
in the Life of Dennis Day”  start- 
ing Oct. 3. 

The account was placed by Ted 
Bates, Inc., New York, which 
handled the Judy Canova show on 
NBC for C-P-P last season. The 
Canova show, which began a 
hiatus June 29, is scheduled to 
return Aug. 31. A sustainer, the 
Johnny Morgan show, is currently 
being heard on the Thursday night 
spot vacated by Bob Burns. 


Presser Increases Space 


E. J. Presser & Co. has moved 
the major part of its staff from 120 
E. Third St. to 219 Mint St., Char- 
lotte, N. C. The old office will be 
retained for the art work of the 
agency. 


Agency: 
Maxon, Inc. 


The wholesome, appetizing tang of 


Heinz Vinegars finds its counterpart 
in the sharp, sparkling news coverage 
which Booth Michigan Newspapers 
give to ‘‘Michigan’s Other Half’’*... 


you well. 


and maximum reader interest means 


maximum advertising effectiveness. 


Heinz sales have grown handsomely 
through consistent advertising in 


Booth Newspapers. A 


circulation of over 360, 


combined 
000 copies 


daily gives Heinz practically house- 


by-house coverage in eight major 


Michigan markets. 


Whatever you have to sell, Booth 
Michigan Newspapers will serve 


For specific information on 
Booth Michigan Markets, call: 


Dan A. Carroll. 110 East 42nd Street, 
New York City, 17 


John E. Lutz, 435 N. Michigan Avenue, 
Chicago, Il 


* 2,602,055 Michigan buyers live outside the 


Detroit trading area. 


NEWSPAPER 


GRAND RAPIDS PRESS - FLINT JOURNAL - KALAMAZOO GAZETTE - SAGINAW NEWS 
JACKSON CITIZEN PATRIOT - MUSKEGON CHRONICLE - BAY CITY TIMES - ANN ARBOR NEWS 


| 
| 
| 
| 
| 


Consultants Aid 
Small Business 
in C. of C. Program 


WORCESTER, Mass.—To help pro- 
vide “prosperity insurance” for 
small business, Worcester’s Cham- 
ber of Commerce has reorganized 
its industrial bureau for postwar 
action and has added four new 
engineering service departments, 
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MANAGER AND AIDES—John A. Toomey, seated, manager of the Worcester, 

Mass., Chamber of Commerce industrial bureau, discusses plans with the four 

new consultants who will aid small business. They are, left to right: William C. 

Keel, sales; Maxwell M. Small, production; John T. Floyd Jr., transportation, and 
Edwin F. Taylor, foreign trade. 


each headed by a consultant. 
The newly reorganized bureau | 


predicted three years ago in a} 
survey made by the Committee 
for Economic Development. Its 
new departments will furnish 
counsel, cost free, on production, 
foreign trade, domestic sales and 
advertising, and transportation for 
the 350 small industrial plants 
located here. | 

Four business leaders’ were| 
selected by a special committee 
and added to the bureau staff as 
combination advisers, salesmen, 
consultants, ‘father confessors” 
and “good Samaritans’ to the 
small industries of Worcester. 
These men, under supervision of 
the bureau manager, John A. 


| Productions, 


| Toomey, are attempting to aid the 
smaller plants in becoming larger 


| Newark, 


|ones by offering engineering serv- | 


ices on production efficiency, cre- 
|ation of new products, boosting 
|sales, development of new inven- 
tions, expansion of foreign trade 
and aid in obtaining financial as- 
sistance when needed. 

The Worcester Chamber of Com- 
merce inaugurated the industrial 
bureau in September, 1944, to ex- 
plain the city’s distributive facili- 
ties to outside industries and build 
the prestige of Worcester-made 
products. The 1,500 members of 
the chamber have underwritten 
| the cost of counselling service for 
small manufacturers. 


Maxwell N. Small has been 
named consultant on production; 
William C. Keel, sales; John T. 
Floyd Jr., transportation, and Ed- 
win F. Taylor, foreign trade. 


Universal Signs 21-Year 
Lease for $8,750,000 


Universal Pictures Company, 
New York, has signed a 21-year 
lease with the Tishman Realty & 
Construction Company, calling for 
payment of an aggregate rental 
of about $8,750,000, for eight floors 
in the 21-story, air-conditioned 


is one of Worcester’s answers to| office building now under con- 
the threat of 12,000 chronically | struction at 445 Park Avenue. The 
unemployed in postwar years, as|new structure, on a site compris- 


ing the entire easterly blockfront 
between 56th and 57th Sts., will 
be named the Universal Pictures 
building. 

The space (88,000 sq. ft.) to be 
occupied by Universal Pictures 
and its affiliates will include 
United World Pictures, Inc.; In- 
ternational Pictures; Enterprise 
and the J. Arthur 
Rank Organization. Universal now 
occupies 40,000 sq. ft. in the RCA 
building at 1250 Avenue of the 
Americas. 


Schlyen Joins Martin 


Henry Schlyen, formerly adver- 
tising manager of Falstrom Com- 
pany, Passaic, N. J., has joined 
George Homer Martin Associates, 
to head the industrial 
copy division. 


Richardson to Sutton 


John E. Richardson, formerly 
with Whitney Publications, has 
joined the sales staff of Electrical 
Equipment, published by Sutton 
Publishing Company, New York. 


Complete line of artists’ materials 
Artists’ Rubber Cement 
Moulding Rubber 


S S RUBBER CEMENT CO. 
314 N. Michigan Ave., Cen. 3373, Chicago 1 
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Market Guarantee 7° Distribute Vichy 


Browne Vintners Company, 


Is New Incentive [Sompagnic,Fermier “Be L'Btaby 
Plan for Housing ~ 


lissement Thermal de Vichy, 
| Vichy, France, to handle the. dis- 
WASHINGTON—New business) tribution of Celestin Vichy water 
men, and business men with new 1" the United States. 
ideas for building materials and RR 
prefabricated homes were prom-| Brewer Promotes Haller 
ised a guaranteed market for their) Alf V. Haller, with Blue Top 
products as Housing Administrator| Bre wing Company, Kitchener, 
Wilson Wyatt described his new- | Ont., since 1927, has been ap- 
est incentive idea for the veterans’ Pointed general manager. 
housing program. 


Business Bureau 
Issues Warning 
on Gift Firms 


New YorkK—Demands for over- 
seas gift package service have be- 
come so great that there are more 
than 125 companies now engaged 
in the business, the Better Busi- 
ness Bureau of New York reports. 

Simultaneously, the bureau 
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| warns that inferior goods, substi-| pended sentences, in cases which 


tutions and incomplete insurance | have resulted from investigations 
have also been reported, and that| by the city’s Department of Mar- 
the public should exercise special | kets. 

precautions to identify the dealer | 
before arranging for purchase and | 
shipment. 


Offers Guides b 
The bureau has prepared a bul- 


TESTED BUSINESS IDEA — 


Protect and beautify price Ii 
hotos, blueprints, advertisin 1 
iterature, ete., with KV6 Biastie 


: : Envelopes. : 
letin offering guides for the pub- cntatons, Fit standard ering 
- © ° ers. . 

lic to follow. Within the past few letterhead to American Plesttn 
months, New York courts have] ' Teme Vo Atte Beet hee 


meted out heavy fines and sus-| = o 


Under the guaranteed market. 
plan which is now in operation, 
RFC agrees to purchase at a fixed 
price any units of the material or. 
prefabricated home which the pro- | 
ducer is unable to sell through his | 
own distribution channels. 


O Under the law, the National | P 
a Housing Administration must first | cy 
make a careful analysis of the) mt 
rae product so that RFC is protected : _ 
sar against inferior products and fly-_ = y* 
; by-night producers. | : a : 5 
on, : e | % : 
T Moreover, Congress has insisted 
. i that the government may not y a 
P underwrite the sale of more than me ' 
200,000 housing units at any one : . 
+ time, and it may not pay more : ; 
{ than 90% of a producer’s delivery 5 e e 55 6. 
“— circulation of... ss 
ny, Expects Quick Production » ~ = 
pt v Through the guaranteed market 3 ; - 
for plan, new producers will get into — A 
tal full swing quickly with the mate- i : 
ors rials and _ prefabricated homes j : 
1ed which will help solve the housing | ¢ 
yn- shortage, Mr. Wyatt said. ' y 
‘he While protecting the producer | 4 : 
‘1S against the substantial risk in- | é ‘ 
arr volved in introducing a new idea, . | 
res the RFC contract also serves as a/| 4 
bankable document enabling him 
be to obtain investment funds through ; 
res traditional banking channels. = . 
ide “The need for new type build- ', gc 
In- ing materials to relieve the drain . : e 
ise on existing materials, and for new | ~ Me i“ Vv rd e 3 @ | 
ood methods of construction to aug-| Se f 4 
CA | ment existing methods and facili- | | = : : 
the | ties, is so great that the person | 
or firm with a new worth while 
product should find this the ideal | 
| time to market it,’ Mr. Wyatt | 0 d and gd 
said, | ' 
T- Recently Mr. Wyatt announced | 
=a the first three Nesey A | e 
grams, providing a subsidy for : , ‘ ; : 
— production of critical building ma- A circulation of 900,000 in a country of 2,002,112 English- 
terials beyond current production | speaking families means that better than one family out of 
rates. every three reads the Star Weekly. 
. This circulation spreads, weekly, throughout the Dominion 
rly Gets Armstrong Export . . - Pouring into the large cities and thickly populated areas, 
has Armstrong Rubber Export Cor- pushing out into the smaller towns, penetrating right down 
cal poration, New York, has appointed | to tiny villages. 
ton Irwin Vladimir & Co., New York, | : : 
rk. to handle export advertising for | Such circulation has tremendous power. For a product 
ste Armstrong tires. with national distribution the Star Weekly is a national 
— emcee campaign in itself. 
ials To Pedlar & Ryan Radio 
Karl W. Schullinger, formerly A f | 7 h bh kd b ? e 
with Foote, Cone & Belding, ha ere, for example, is the breakdown by Provinces 
joined the radio department of 
Pedlar & Ryan. He will be in) 
n charge of the Hollywood office. Total English Stor Weekly % Coverage of 
yo 1 Families Families Circulation English Families 
=aest 1 1§O0/000 I IG a aii kbscionsisdsadiins 222,825 221,229 87,739 39.66 
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| a PP PTRETTETTEELET CCITT Te 128,973 124,751 38,162 30.59 
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This summer the visiting writers, | 
_ along with New York fashion | 
editors, received letters advising 


Ld aa yd 
Writers’ ‘Lunch 
| them that 201 boxes of food had 
_just been shipped to hungry 


Sent to Hungry 
French Children | French children whose names 


New YorK—Customarily at this, were supplied by the French Min- 
time of year, when newspaper | istry of Public Health. 
fashion and women’s page editors, In each box, which contained 
are in New York looking over|nine dozen powdered eggs, 
style trends, the Richard = one fesse milk, powdered soups, 
Salon gives them a fancy luncheon} chocolate, oatmeal and _ other 
in behalf of the Du Barry Success | items, Hudnut enclosed the name 


School. of one of the writers as the donor. 


The name and address of the child, | |of Industrial Art by A. R. Mc- 


| in turn, was enclosed in the letter | Candlish, president of the Mc-/| 


Candlish Lithograph Corporation, | 
Philadelphia. 

The posters, collected in various 
lithographic centers of Europe by 
Mr. McCandlish, will be used for 
| Purposes of instruction and ex- 
| hibition. 


Wehle Appoints Bush 
William M. Bush has been ap- 
pointed general sales manager of 
the Wehle Electric Company, with 
headquarters in Buffalo. 


to the writer announcing 
luncheon would not be held. 


McCandlish Posters 


Given to Art School 

The A. R. McCandlish Gallery 
of European Posters, which in- 
cludes the world’s largest collec- 
tion of poster designs by Ludwig 
Holwein, creator of modern poster 
techniques, has been presented to 
the Philadelphia Museum School 
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‘Proper Eating Habit 


HOUSEWIVES today are increasingly 
receptive to reliable information about 
food—not recipes only, nor taste appeal, 
nor eye appeal. Today they want simple 
factual material about processing, quality, 
nutritional values . . . 


— Why must today’s flour be gray? 


— What food values in meat are 
most worth having? 


—What—in plain facts—are we 
getting to eat today? 


Questions which arise, no doubt, as another 
result of wartime necessities—rationing 
and food conservation .. . 


Answers to which are sought and found by 
thousands of health-minded housewives 


$35 


Good Eating in Hot Weather” 
hat About the Juices’ 


-4s for School Children” 


Know Your Nu ty 4 10 n ” 


Adven turing in Vegetables’ 


THE HEALTH MAGAZINE of the 
AMERICAN MEDICAL ASSOCIATION 


NORTH DEARBORN 


a 


Hokum in Your Meg hy’ 


and health leaders in the authoritative 
pages of HYGEIA, The Health Magazine 
of the American Medical Association. 


For HYGEIA is pouring a steady stream of 
sound, helpful food information into homes 
and schools. Besides, nearly two million 
waiting patients—a majority of them 
women—read HYGEIA in doctors’ offices 
every month! 


Tell your food story to this fact-hungry 
audience in HYGEIA. 


Readership data and con- 
structive help in fitting 
HYGEIA into your sales 
plans are ready for you 
. .. Just address 


CHICAGO 10 
Mes 


STREET .« 
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Armed Forces 


Russell J. Smith (Army) has re- 
turned to the sales promotion de- 
partment of Crocker - McElwain 
Paper Company, Holyoke, Mass. 

Herb McMurray (AAF) has re- 
turned as advertising manager, 
Bob Livingston (Coast Guard) has 
been appointed assistant advertis- 
ing manager, and Dave Rains 
(Navy) has been appointed staff 
assistant to the advertising man- 
ager of Washington Gas Light 
Company, gas utility system for 
vicinity. 

George Sleicher (Army) has 
been appointed art director of 
Biow Company’s San Francisco 
office. 

Harold Young (Army) and 
James Breeden (AAF) have joined 
the San Francisco staff of Foster 
& Kleiser, outdoor advertising. 

Charles B. Collard (Army) has 
returned as assistant advertising 
manager of Laclede Gas Light 
Company, St. Louis. 

Jack W. Roth (Navy) has joined 
the sales staff of KXOK, St. Louis. 

Frederick S. Wicks (Army) has 
ioined the copy staff of Henry A. 
Loudon, Advertising, Boston and 
New York. 

Thomas W. Davis Jr. (Marine 
Corps) has joined Nation’s Busi- 
ness, Washington, D. C. 

J. W. Ward has returned to the 
sales staff of Wright Mfg. division, 
American Chain & Cable Com- 
pany, with headquarters in Cleve- 
land. 

Robert A. Malick (Navy), pre- 
viously with Hotel Nicollet, Min- 
neapolis, will represent Hotel Bul- 
letin and other publications of 
Vincent Edwards & Co., New York. 

Donald Joseph (Army) has re- 
joined the Edward L. Bernays or- 
ganization, New York public rela- 
tions counsel. 

Roger Damio (Army) has been 
appointed circulation promotion 
manager of Wholesaler’s Guide, 
which Triangle Publications, New 
York, will resume in August. 

Carl W. Huflage (Navy) has re- 
turned to the Reynolds Metals’ 
Foil division, Richmond, Va., as 
manager of converter sales. 

John G. Stewart (Navy) has 
joined Go, ‘New York, as advertis- 
ing sales manager. 

Louis S. Roberts (Army) has 
joined Lessid Advertising, New 
York, as account executive. 

James H. Sachs (OWI) has been 
appointed assistant to the pub- 
lisher and business manager of 
Young America and Young Amer- 
ica Teacher, New York. He will 
also serve as assistant to the presi- 
dent and business manager of 
Young America Films, Inc. 

Grant Theis (Navy) has re- 
turned to CBS as a member of 
the radio sales promotion depart- 
ment in New York. 

Frank A. Oberndorfer (AAF) 
has been appointed assistant ad- 
vertising manager of Musicraft 
Records, Inc., New York.’ 

Ralph Patt (Navy) has joined 
the Chicago office of Paul H. 
Raymer Company. 


FROM THE OUTSIDE 


Concentrated Circulation! 


92% of the Times 14,270 ABC 
circulation is home-carriersdeliv- 
ered with a 73% Bayonne family 
subscription. Get your story into 
a majority. of the homes six 
evenings every week, 


THE BAYONNE TIMES 


NEW JERSEY 
BOGNER & MARTIN 


Sales Representatives 


| NEW YORK CHICAGO 
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lhe Creative Wan Corner 


Of all the temptations “in advertising 
none should be more vigorously resisted 
than the urge to write even~ Sne folksy 
first-person campaign. 

The best way to get over the idea prob- 
ably is to look up the Wilkin Family 
whisky advertising that appeared in 
newspapers immediately upon the repeal 
of Prohibition and for several years 
thereafter; that and the first Bear Creek 
Orchards ad for Royal Riviera pears that 


| Dar tients yap is tom aes arouse when 
«werd gets wet that my wife iz Hsing op a fezen 
\ bing cherry mousse ter a sgecial dienes dessert 

i i's raul creamy ané cmopth. You keeg coal est 

\ fag #. and you imep ceo! cusking it, fo. Yee 

\ jest can't eat that combination fas suramer. 


appeared in Fortune some time in the 
middle 1930s. 

Here’s proof not only that the thing 
has been done before, but also that it has 
been done as well as it is likely ever to 
be done again. The first-person technique 
and the folksy style together form a pat- 
tern so rigid that the best result can only 
be some more of the same. 

At worst, as you see it in the advertise- 
ment reproduced here today, it becomes 


completely phony. 

When Mr. John Inglis writes, “Our 
friends pop in from miles around when 
word gets out that my wife is fixing up 
a frozen bing cherry mousse for a special 
dinner dessert,” it becomes very hard to 
believe anything else that he may say, 
and when he goes cute on you the whole 
advertisement becomes a mess. When he 
tells you that he watches over those cher- 
ries like a mother hen, and that when 


: . 
Vetsin eve scr we a ata stot BED 
$ PROM SHE G.%. WPT. DP EBRRATRE SHDNE. 
WE SECU OR tet Had Es wate dee Fi 
ROE | RACR WE MNAVES WO BBivE (OK 


My 2.) roves # a Chercies tatess B 
aaterixking th cmrneten, ve fhe 

MeANees Ms where more. they sort 

tabe wny xugoe Im bx is, ae any work : 

either, They're siready pitted snd oe 

keoretonnd. Sau uxt uotraoxe ‘eer gad 

wrk mm. 


they ripen to the point where big strong 
men get weak and helpless at the mere 
sight of ’em, and that he freezes ’em so 
fast they don’t know what hit them, he 
takes the last vestige of reality out of the 
advertisement. 

You can’t add anything to folksy copy. 
You have to play it straight. , 

Or maybe, as we suggested, one just 
shouldn’t play it at all. 


lhe Pay- OL NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


27 IDEAS FOR HEADLINES FOR ORDER FORMS 


The order form, whether it be a coupon 
clipped from a magazine, a postcard or 
order blank enclosed in your direct mail 
literature, is the connecting link between 
the prospect’s buying urge and the de- 
livery of the order to your desk. To get 
the order, you must make it easy, and 
must stimulate action. The headline on 
your order form is most important. Here 
are 27 headlines that have proved suc- 
cessful: 

1. On Approval Order Form. 

Send No Money—Take No Risk. Just 
Sign and Mail This Handy Card. 
Accept This Special Offer Now! 
Mail This Gift Certificate. 
Return This Order Form Without De- 
lay. 
Priority Order Form. 
Enjoy 7-Day Free Trial. 
Triple Guarantee Order Form. 
Free—This Amazing New Book for 
7-Day Trial. 
O.K.—We Accept Your 30-Day Trial 
Offer. 
Hurry! 
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Mail At Once for 10 Days’ 


Free Trial. 

12. New Customer’s 40% Discount Cer- 
tificate. 

13. Free Examination Card. 

14. Now! Get This Handy Aid for Your 
Salesmen. 

15. We Accept Your Invitation. 

16. Special Inspection Application. 

17. Valuable Forms to Automobile Own- 
ers—Free. 

18. Send No Money—Mail This Order 
Now. 

19. Use This Order Blank for Greater 
Classified Profits. 


20. Complete This Enrollment Form 
Now. 

21. Only $3 to Start the Complete 
Course. 

22. Easy Payment Enrollment Applica- 
tion. 

23. Application to Become a McNess 
Dealer. 


24. Use This Handy Order Blank. 
25. Pre-Publication Reservation Card. 
26. I Accept Your Invitation. 

27. Anniversary Discount Certificate. 


You ae % sii 


If there is such a thing as a profes- 
sional advertising man, John F. Whedon, 
vice-president in charge of Young & 
Rubicam, Chicago, qualifies for the title. 
For one thing, he’s never worked in any 
field except advertis- 
ing, and for another 
he’s been associated 
with some of the great- 
est minds and talents 
that have embellished 
this business and/or 
profession since it be- 
came of age. 

With twenty - four 
years in advertising 
behind him, John 
Whedon has, had just 
three employers— 
Hearst Magazines, Lord & Thomas and 
Young & Rubicam. In a field where 
“turnover” is considered a standard phe- 
nomenon, and advertising men are re- 
puted to change jobs as often as barbers, 
this is almost unique in itself. Ap- 
parently he likes the business and the 
business likes him. 

He has lived in an atmosphere heavily 
charged with the advertising electron 
ever since he graduated from the Uni- 
versity of California in 1922, and if con- 
tacts with people like Dick Berlin, Earle 
McHugh, Albert D. Lasker, Don Fran- 
cisco, Raymond Rubicam and Sig Larmon 
are as edifying as they are supposed to 
be, he couldn’t have missed being a big- 
league advertising man. 

Born in Florida forty-six years ago 
almost by accident, since his parents were 
ninth generation New Englanders, John 
Fielding Whedon moved on with them 
to Arizona and then California, where the 
family settled in San Diego. After four 
years at Berkeley, where he met the girl 
who later became Mrs. Whedon and the 
mother of the two handsome Whedon boys, 
John got his first job as assistant to the 
late Walter A. Burr, then Pacific Coast 
manager of the Hearst Magazines. When 
the latter decided to return to Chicago as 
western manager of Asia, he recom- 
mended his young assistant, who had just 
opened a San Francisco office, as tempor- 
ary manager, and the appointment was 
shortly thereafter made permanent. 

That was in 1923, and during the next 
eleven years he made the Coast Good 
House, Cosmo and Harper’s Bazaar-con- 
scious in a big way. In fact, he made 
such an impression on the western ad- 
vertising scene that Don Francisco finally 
persuaded him in 1934 to join Lord & 


J. F. Whedon 


oe 
Business Chart of the I er 
Composition of Business Paper Advertising 


- e John F. Whedon 


Thomas as head of the San Francisco 
office. There he handled successfully a 
group of young advertising workers, 
many of whom became famous later in 
their own rights. They included such 
luminaries as Fax Cone, now head of the 
Chicago office of Foote, Cone & Belding; 
Fred Ludekens, top-flight free-lance art- 
ist; Herb Reynolds, now manager of the 
San Francisco office of FC&B; Walter 
Doty, editor of Sunset magazine; Ted Lit- 
tle, executive vice-president of Campbell- 
Ewald, Detroit, and others equally noted. 

He did so well in his first efforts at 
running an agency organization that in 
1939 he was brought to Chicago by Albert 
D. Lasker as executive vice-president 
and director in charge of that important 
office of Lord & Thomas. He remained 
with L&T until Mr. Lasker decided to 
liquidate the business in December, 1942, 
when it was ee by Foote, Cone & 
Belding. 

At this point in his career John met 
Raymond Rubicam and Sig Larmon, who 
confirmed his long-standing admiration 
for the: high professional standards of 
Y&R agency service. Thus it was no sur- 
prise when he joined the organization as 
vice-president in charge of the Chicago 
office. Since he has been directing the 
operation, the volume of business has 
more than doubled, with such outstanding 
accounts as Purity Bakeries, Hammond 
Instrument Company and O-Cedar hav- 
ing been added in the past year. Per- 
sonnel has increased to the point where 
the offices at 333 N. Michigan are begin- 
ning to burst a bit at the seams. 

If one were to try to find a formula for 
the solid success which John Whedon has 
earned in the advertising business, it 
would be easy to place too much empha- 
sis on his charm of personality, his sin- 
cerity and his knowledge of good adver- 
tising methods. He himself believes that 
his ability to organize people so they can 
do their best creative work is an impor- 
tant part of the story. However, per- 
haps the most significant is that in a busi- 
ness where it is easy to become confused, 
especially in the rarefied atmosphere 
which exists at some of the higher levels, 
he still regards the advertising operation 
as essentially simple, depending on know- 
ing the facts and organizing creative 
talent for successful execution of ideas. 
In a business which is often distracted by 
interesting and important details, seeing 
clearly the job to be done is no mean 
advantage. 


Bidding for Attention 


Spreods vs single pages | & SPREADS 8% 


PAGES 924, 


Color use on Spreads 


Color use on Single Pages 


Baw 44% 


Trend to Color 
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Bids for Inquiries 


Use coupons _ 5.1% 


Omer sone oppec! AAAI 267 
woot ope: IE 2s. 
Copy did not no I 207-. during November and December, (945. 


Chart by MeGraw Hill Publishing 
Co, based ona study of one /ssve 
cath of 14 McGraw-Hill publications 


: ES a pee cc Meas ‘ : NG 5 - pes aire Bee. 3 bay a3 ‘ 5 ee th Be) =: aay ‘aida a ae ee ak aE nh De aoe here pues bar ra Paty: ye 
= - re ‘ : . “ese ea pea i + = , , fy 4 eee a y Pts ffi Se otm ee ea ae aad Mi a al its aK 5 Ay ™~ re ss Peer te & Beiter, be i lhe eae sat ees mere Ca: 
= | | e 
= 
| ee Ie Ne eR ee RR SSCS CGO Sn SRR NO eS See a “a 
Bee +3 oe : ee ee oe eee TT met ef FLAS Ar . a — ; fe <4 
_ | YOU OUGHT TO KNOW . . . BUSINESS CHART OF THE . - OTHER FEATURES . . . 
-< | 
> ” 
* ee 
e. 
e- 
in 
| 
= id 
©, 
aS 
io 
1s 
ff 
1- 
nt 
or 
ok ka ak i ee ee _ % Te 
a ae * a . : oe ss % (oS . r ae 
-O i a | eee ee ae a SS So gas 
a | ee. | Fea \0 AN cut here = 
= i é woe re eae ‘ i : : 
al be oy “t 4 * : : itd ‘sate it Californis : 
~AS | Sats : « a * ~~ .. ee . 4 Eset BN: pe ACLOARKNIRG RY 2 ANGE at SECO are 
| ff) exT||lC(<“(‘(i mC = a 
1s Be SS é *% f ‘e 4 me 2ONH OGL Fis os 
: 4 o~” e # fe % : ee = es > “s¢ “<n <> ¥ 
S. a <4 Se a Se UU at —— 
iS 7 s 5 il : , £ m ; & < ee o 33 . : = * = P 
‘. * a Pe ” . : « > 4 hae  ] # 3 : 3 
% co oe i ¥ * Z S  ée ‘3 : fs 
id te A ae Oe - Po ae | Pi 3 ne r s ee ie ec SEAL? ERARY ~ CRALF s 
. He ‘ cn DS 22 Dace peek & ie 
l- Pe ae Wek ig es saath tah coe Cee eee ae a pages bs ee d vee a 
= 1 Bet Rees ts put up mite the gat is GRRE 
. maou > ‘ SPAS neni for a8 ae 3b Frenens Pers 
le _ | think you'll like my wife’s favorite | Ser peery pogh pocbage aad ions _ 
n : : ‘ Pee tas caine, | MOD centile wiegiyn fie: wey Rigspet a 
. : a TI er ra REE i] Bihmoseg pede tate a, ape 
‘ BING CHERRY MOUSSE = geagy - 
> A itt. a as Row you take mph 1 Bing Cheerios J 
l- tire * i bdo ‘ve reniix tit Hoile wound 
t, oan. 3 a : tele Meenas Bey si ie sein 0 SR , 
it's easy to make with my U. $. Fancy Grade @ 9 @ Frozen Bing Cherries ev: v= ows sero on ma 
: 6 : Bat inetd | save ‘em for YEE! d a 
Kk. ae a -_ ; g SED oe, a & 
‘ y WOUSSE oo. BD — ee ae 
w we GRERR | E 
i= 8 pret ee 5 Be 
tee agent 2 ie i wneek cone tone cherries. Sie a meter a 
: ‘ seo coe wae H he And whos shay? Ren 0 the pent 
= J  L ite Ot merge ove eae on 
yn — © ete —, et gs ee eos jee shes eon? ae wien Sen _ 
e, Wh See eee eee | / :| ina a 
af M tecs ee | Yohn \ a ie 
s’ of ww eo = ee a 
Se ra eS. e% ae int ats : iad Se . 
” en ee — : 
a oo SS > aes i 
a : = ; A ce ees eae Se af $ apie? : . as bie Ck chat cat se es eo ey pase ee ee 
Eee ce en ae i Piss Sat Worse Hibs ee - 
n F Ee ht ee ee re ee a eee aM Oe RO OE - 
- 
of 
fo 
11 
l- 
of 
a 
of - 
t- | bey 
Re 
1- oe 
ft 
a 
> : 
H. Pe a 
a 
ae 
4 ee i 
ae 
: Vf, : - 
; a 
4 mt 
4 i, 
D Uy; 2 
Pe YY he 
| 4 We os F i i. | 
yE , TT A eye a 
hes 
: So  enneneacmaaanmnannaocnn a 
4 TA ARM, SATE | — 
3C ce AE a i AS | 
t 1930 ee 
ily 1940 CATT A =| 
ito 
i | eee a | 
. ee ; 
Caen a NNN crm eee ETE EEE SEE SSSI SISSIES 
S 
es i 
50 : 
ses 
a f i se i > ever ye Y 


CIRCULATION SOARING 


Field & Stream’s circulation—the 
cream of the crop—has grown soundly, 
steadily, over the years in pace with 
the greatly increased interest in 
outdoor sports. Held back by paper 
restrictions during the war, circulation 
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space in Field & Stream than in 
any other outdoor magazine! 


There’s one very important difference between Field & Stream and 


other outdoor magazines. 
& 


Ask any one of the many advertisers who consistently make Field & 
Stream a “must” on their outdoor lists. They'll tell you it’s far more 

—_ important to reach the key sportsman than to reach the most people. 
They know this magazine gives them more for their money. It has been 
proved by measurable, tangible dollars-and-cents results. 


That is why Field & Stream has led the outdoor field every year for 
35 years—why, this year, it leads by a still wider margin! 


> ’ ; 


There's only one leader Field & Stream leads not only in the advertising of 
in a flock of geese— strictly outdoor products, but in practically every 
and only one leader sae 2 . . ‘ 

in aunne Gal. other classification. This magazine carries more 


advertising addressed to pipe smokers, for example, 
than any other outdoor publication. 


$ MAGAZINE 
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Others Hold Steady 


To the Editor: Here in Paris, 
Ill., the U. O. Colson Company is 
doing something that may be of 
interest to you. It is our opinion 
that if all industry will take steps 
in the same direction, this country 
will shortly be on an even keel 
and well on the way to that long- 
heralded postwar era without 
fears of runaway prices. 

Shortly after the first of the 
year our board of directors real- 
ized that rising costs of materials 
would necessitate an increase in 
our calendar prices, which had re- 
mained the same for the past six 
years. To allow our customers 
ample time to place their orders 
before the price increase, the ad- 
‘vance was scheduled for July 15. 

However, when the OPA was 


This department is a reader’s forum. Letters are welcome. 


|}abolished, the board of directors 


took the position that the U. O. 
Colson Company would not con- 
tribute in any manner to any 
trend of rising prices and im- 
mediately wired our salesmen as 
follows: 

“It is the objective of the U. 

O. Colson Company to hold 
the line on prices as long as 
possible. So with this, please 
disregard bulletin for the time 
being in reference to price in- 
crease in calendars and con- 
tinue to solicit orders at pres- 
ent prices.” 

Even though our price increase 
had been scheduled months in ad- 
vance and plans made accordingly 
—without a moment’s hesitation, 
the Colson Company rescinded the 
advance and our 250 salesmen 


throughout the country are help- 
ing hold the line on prices. 

If all manufacturers in every 
industry will buckle down a bit 
harder and absorb the additional 
costs at this time, we feel Amer- 
ica will soon be “in the groove” 
and that the laws of supply and 
demand will automatically kick 
any threatened inflation out the 
window. 

The U. O. Colson Company is 
doing its part. 

J. P. GRAMLING, 
Assistant Manager of Sales, 
U. O. Colson Company, 
Paris, Ill. 


To the Editor: In your issue of 
July 8, there appeared an article 
describing various organizations 
who indicated their intentions to 
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hs VAST POOL OF “SPENDABLE - ‘DOLLARS 
| REACHED: THROUGH A. SINGLE NEWSPAPER 


© For the information of advertisers a recent independent survey was made 


among regular readers of the Chicago Daily News. It was a valid cross- 


section, house-to-house sampling which revealed Daily News family incomes 


to be distributed into the following groups: 


Over $7,499, 10.8%... $5.000-$7,499, 13.9%... $3,000-$4,999, 39.6% 


. +. $2,000-$2,999, 23.3% ...Below $2,000, 12.4% 


* These figures tell the story and prove the value of the selected mass 


circulation which distinguishes the Chicago Daily News. It is selected 


mass circulation introducing the advertiser and his products to a vast pool 


of spendable dollars. 


* The Chicago Daily News is Chicago's HOME newspaper. And, as many 


a business executive has found out, it is only by using the Daily News that 


any advertiser can expect MAXIMUM returns from this great Midwest 


metropolitan market! 


CHICAGO DAILY NEWS 


For 70 Years Chicago’s HOME Newspaper © 


LOS ANGELES OFFICE: 606 South Hill Street 
DETROIT OFFICE: 407 Free Press Bidg. 


JOHN S. KNIGHT, Publisher 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 


NEW YORK OFFICE: 9 Rockefeller Plaza 
SAN FRANCISCO OFFICE: Hobort Building 


“Hold (the) Price Line” despite 
the legal end of OPA. 
Enclosed with this letter is a 
tear-sheet from our July 5 issue, 
in which we advised members of 
the California Retail Grocers and 
Merchants Association and our 
readers, also, to hold the line. 
NORMAN H. KaREL, 
Publicity Director, California 
Retail Grocers and Merchants 
Association, San Francisco. 
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Challenges ‘Propaganda’ 
To the Editor: I wonder wheth- 
er you realize that your big July 
1 story about “Wets girding for 
battle against Dry propaganda” 
itself contained some rather ir- 
responsible propaganda? Your 
subhead talks about a beverage 
group’s plan to combat “lies.” 
Then the first lines of that story 
immediately make reference to 
the Dry forces’ “multi-million- 
dollar propaganda efforts.” Later 
in the story you say “all Dry 
groups together are now reported 
to be spending at the rate of 10 
million a year.” Just who “re- 
ports” such expenditures? 

Anyone who knows anything 
about dry propaganda. efforts 
knows that no multi-million-dol- 
lar budget could be ascribed to 
them. Can anyone really believe 
that the new Beverage Industries 
organization from whom you ap- 
parently got your story, will really 
attempt to present the “facts and 
statistics concerning drinking and 
driving?” 

Many an advertising man _ is 
concerned over the way the liquor 
industry occasionally gets our ad- 
vertising publications to do some 
of its subtle work. It’s true that 
the advertising business profits 
plenty from liquor advertising. 
But do our advertising publica- 
tions therefore have to blind their 
editorial eyes to the fact that 
liquor advertising somewhat de- 
grades our profession as a force 
for social welfare? Why need it be 
assumed that the advertising pro- 
fession is on the side of the liquor 
business and that the publicity of 
Dry organizations is all propagan- 
da and lies? 

I am no “Dry”, but I do believe 
that alcohol education for youth 
has its place in the United States, 
as in many foreign countries. I do 
not believe “Dry” organizations 
need be maligned in the advertis- 
ing press. If, before publishing 
your story, you had checked it 
with the anti-liquor organizations 
mentioned in it, I’m sure you 
would never have run it as you 
did. 

HENRY MAYERs, 

The Mayers Company, Los 

Angeles. 
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Ads Tell Bank’s Place 
as Good Citizen 


To the Editor: I believe you will 
be interested in what we believe 
to be an unusual campaign of 
public relations advertising which 
is being sponsored by the Manu- 
facturers’ Bank and Trust Com- 
pany of St. Louis. 

The series, as presently laid out, 
comprises 12 advertisements, each 
titled “What is a bank?” I am en- 
closing proofs of the first two ad- 
vertisements which have been 


published—“A Bank is a Res- 
ervoir” and “A Bank is a 
Neighbor.” Other titles in the 


series include “A Bank is a Build- 
er” and “A Bank is a Pioneer.” 
The advertisements are sched- 
uled monthly in a preferred posi- 
tion in the St. Louis Post-Dis- 
patch. Each runs 560 lines. 
Purpose of the series is to in- 
terpret the bank in terms of a 
good citizen, to show how the 
neighborhood bank is tied up 
closely with the welfare of the 
people who live and work in its 
neighborhood. For example, the 


Advertising Age, July 29, 1946 


What is a bank? 
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A BANK IS A BUILDER... 


MANUFACTURERS BANK 
AND TRUST COMPANY 


1731 SOUTH BROADWAY, $Y. tours 4,0 


FEDERAL RESERVE SYSTEM © © © FEOERAL DEPOSIT INSURANCE CORP 


EXPOSITION—One of the series of 

"What Is a Bank?" ads appearing over 

the signature of Manufacturers Bank 
and Trust Co. of St. Louis. 


third advertisement in the series, 
which announces completion of a 
modernization program by the 
bank, is entitled, “A Bank is a 
Prophecy.” It concludes: 

“In the banking rooms 
opened today, the Manufac- 
turers Bank invites St. Louis 
to see not the growth merely 
of a financial institution, but 
a symbol of the development 
of a neighborhood. Of that 
neighborhood the Manufac- 
turers Bank is proud to be a 
part.” 

The advertisements were writ- 
ten by Lemoine Skinner Jr., a 
member of the public relations 
firm of Thomas W. Parry & As- 
sociates, public relations counsel 
to the Manufacturers Bank. 


THomas W. PARRY, 


Thomas W. Parry & Associ- 
ates, St. Louis. 
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Apprentices Agency’s 
Duty, Adman Holds 


To the Editor: In your July 15 
issue, I note with amazement and 
some concern your quotation from 
Lennen & Mitchell’s Year Book, 
“We employ no apprentices.” 

I know it is not fair to criticize 
without the full particulars, but 
if a large agency like Lennen & 
Mitchell not only fails to employ 
apprentices but boasts about it, 
who in the advertising agency 
field can be expected to assume 
the responsibility for bringing new 
young men into the field and in 
making it possible for veterans, 
who risked their lives in the war, 
to enter the advertising business. 

We are a small agency just a 
little over six months old, but we 
have employed an apprentice and 
are giving him a thorough training 
program because we have felt that 
this is our duty not only to adver- 
tising but to war veterans who, 
we believe, have every right to 
expect this consideration in view 
of the sacrifice they made. 

I do hope that I have misin- 
terpreted Lennen & Mitchell’s true 
meaning of the quotation, “We em- 
ploy no apprentices,” as I believe 
such an attitude on the part of 
one of the leading agencies in the 
country would be short-sighted. 

It seems to me that training ap- 
prentices and giving returned vet- 
erans the right to learn advertis- 
ing is so important that ADVERTISs- 
ING AGE, as the leading news pub- 
lication in the field, can well af- 
ford to survey agency attitudes 
on this matter and to be the lead- 
ers in an educational campaign. 

PAUL AHERN KELLY, 

Kelly & Lamb Advertising 

Agency, Columbus, O. 


[Editor’s Note: Many agencies 
have well-defined apprentice sys- 
tems, pointed particularly at vet- 
erans, and AA has reported them 
from time to time. AA also pub- 
lished, six months ago, the first 
explanation of on-job_ training 
under the G. I. Bill of Rights, and 
explained how it operates in the 
advertising field.] 
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Spector Wins 2nd 
Round in Suit 
Against Serutan 


NEw YorK—The appellate divi- 
sion of the first district here has 
unanimously affirmed an order of 
Justice Shientag denying a mo- 
tion of the Serutan Company, Jer- 
sey City, to dismiss the complaint 
of Raymond Spector Company, ad- 
vertising agency, in the latter’s 
action against it for $1,300,000. 
Serutan has been given ten days 
in which to answer, and trial is 
scheduled to come up in the early 
fall. 

The complaint alleged a con- 
tract made in December 1942 be- 
tween Serutan and Spector, which 
was not the usual client-agency 
relationship, was breached in May 
1945. Spector contends that in 
consideration of its agreement to 
concentrate on advertising of Ser- 
utan, Journal of Living, and Nu- 
trex to the exclusion of new ac- 
counts without client’s permission, 
and “for other important and val- 
uable considerations,” it was given 
the exclusive agency on _ these 
products as long as they were 
manufactured or distributed, or 
until the contract was canceled 
“under the terms of the agree- 
ment.” 

The agency also claims to have 
placed $1,500,000 of contracts and 
orders on which it would, under 
regular agency procedure, have 
been entitled to $225,000 commis- 
sion. 

Serutan moved in the lower 
court to dismiss the complaint. 
Judge Shientag denied the motion, 
whereupon Serutan appealed to 
the Appellate Division to obtain 
a stay of proceedings until the 
appeal was decided. The Serutan 
account was given to Grant Ad- 
vertising in July 1945, and moved 
to Roy S. Durstine, Inc., in Feb- 
ruary 1946. 


Slogan ‘Sheer Sheer’ 
Will Plug Berkshire 


With a new slogan, “Sheer Sheer 
Berkshire,” Berkshire Knitting 
Mills, Reading, Pa., will launch a 
full-page four-color series of ad- 
vertisements this fall in Harper’s 
Bazaar, Ladies’ Home Journal, 
Life, Mademoiselle, Seventeen and 
Vogue, through Geyer, Cornell & 
Newell, New York. 

The company’s Nylace Kantrun 
stockings and 51-gauge nylons will 
be featured in photographs which 
also show fashion costume and 
jewelry creations by Neiman- 
Marcus. Business papers also will 
be used, 


Stetson Names Agency 

John B. Stetson Company (Can- 
ada) Ltd., Brockville, Ont., has 
appointed National Export Adver- 
tising Service, Inc., to direct ex- 
port advertising. Newspapers and 
magazines in foreign markets will 
be used. 


CHICAGO STAGEBILL 


AN AVERAGE OF 53,500 
THEATRE - GOERS READ 


STAGEBILL EACH WEEK 
Yes! over 2,500,000 annually 


The Stagebill covers all leading legitimate theatres 
in Chicago . . . it contains; photos of the leading 
characters, the cast, synopsis of scenes, musical 
numbers, a complete Who's Who and articles rela- 
tive to the theatre . . . Stagebill is distributed free 
to each person attending the theatre, main floor, 
balcony and second balcony. Stagebill readers ore 
drawn mainly from the upper income bracket, os 
average price of admission is $3.25 per person. 
Rotes upon applicetion 


CHICAGO GEBeSTIGRBILL 


540 North Lo Salle Street Chicago 10, Illinois 


Heads Executives 


George F. Pfaffenberger, who 
has been with Owl Drug Com- 
pany, Los Angeles, for 34 years, 
has been appointed chairman of 
the executive committee. He is 
relinquishing his post as regional 
director. 


Promotion Men to Meet 


The National Newspaper Pro- 
motion Association will hold its 
2nd annual Midwest conference in 
Gary, Ind., Nov. 11 and 12. 


Man with Smile 
Tagged for Copy 
by Southern Host 


St. Louis—The man with the 
smile at the bar is probably the 
man who is drinking Southern 
Host. So goes the copy theme for 
Southern Host Company’s liqueur 
running currently in Cosmopolitan, 
Esquire, Fortune, Liberty and 
Newsweek. 


The idea was born when an ac- 
count executive of Westheimer & 
Co., St. Louis agency, noticed that 
among several patrons of a local 
bar, only the man drinking South- 
ern Host was smiling. Accord- 
ingly, the copy was developed 
showing rows of drinkers all com- 
paratively thoughtful or glum ex- 
cept one who, presumably, is 
tickled pink with his drink of 
Southern Host. 

One point which will probably 
spur its popularity is the fact that 


45 


heyday of diminishing 
Southern Host is 100 


in this 
potency, 
proof. 


Joins Kitchen Art Foods 


George L. Sternfield, formerly 
in charge of production of Con- 
tinental soup mix for Thomas J. 
Lipton, Inc., Hoboken, N. J., has 
been appointed vice-president in 
charge of production of By-O-My 
Pie Crust Mix, Rice Feast, and 
other packaged food products of 
Kitchen Art Fodds, Inc., Chicago. 
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play ea Coated 


Ontolilialed OKTED VG200 


ULIDAIEL 
MAIN OFFICES 
WISCONSIN RAPIDS, WISCONSIN 


PRODUCTION GLOSS...MODERN GLOSS 


On the smooth enameled surfaces of 
Consolidated Coated, all of the details 
and pleasing appearance of the finest 
photographs can be reproduced in a 
faultless manner...in one or many colors. 
That is why Consolidated Coated was 
selected for the Abercrombie & Fitch 
catalog “Play Hours,” in which the above 
photograph appears. 
Consolidated Coated Papers are speci- 


fied by advertisers, printers and mail order 
houses for their finest catalogs. An im- 
pressive list of national publications, 
who require striking reproductions of 
half-tones for illustrations and advertis- 
ing, are regularly printed on Consolidated 


Coated. 


Manufactured in weights down to 45 
Ibs., one of the Consolidated grades will 


meet almost any printing need. 


SALES OFFICES 


rine Counted [Goce NEEDS NO OTHER NAME 


The words “coated paper” have always meant the best printing surface 
available for realistic reproductions of fine half-tones. By “streamlining” 
the manufacture of coated paper, Consolidated not only improved its 

printing qualities but also reduced costs. This finer product, though sold 
at uncoated paper prices, remains coated paper and needs no other name. 


135 GO. LASALLE $T., CHICAGO 8 


ame, Wenn ; ain eae Oe es Rte Se ant Be ce ie Mees re es : ge oF Mee Re. dad! 59 FR Eres ee Se gen gaa ee sy 5 . au Rte : 
. , ee Ate mei 
| = 
a a 
a | | — | a 
: : 
; 
| i | 
: | — 
| are 
_ | - 
. ; ; axa 
a } ; 
e ¥ 7 
a | a Pe si . " 
: 5 & Shi “ 
< | ‘ d 2 Sy gros “A Sie . es : 
ee me & ‘ al 
Suh APs. Se <— og bo” Came: % : 
ee ‘ Ae eo ae a 7's IES Se “3 
‘: " Ty aaa eng a, Soe a ia as : . $ fi oR, oP ees 
{ 2 ro ‘al » : ia pe oe 3 24 x See a & ie ee UT é 5 : 
7 FE OR ee wk, ee a Lg May Gk aR a" ae . ae ee baie D ec — 
PEE oh. set ge per’ atid. , oF : i... % ge tis Fu hy 
ri - : 2 a pes ~— ; mh 2 ph ™ oh fe. © * 3 . ; in : - ‘4 J 
; ‘ > wy 5 ln ae ie =~ : * Y “a Sead en : ‘i 
ik . ° . SF a. ie i « é a _ ne ae es : is 
‘ : * ee 4 ten ee Seth = ‘gates “aanpte “ ni * serie a be Beet, Pe F » ewe. : rc 
9 a -— he ? : Satis : perew eg oc 3 Rin = SR ag Sa om BR ee * a Km eS ro. e Pe or % . a Ye 4 Bae 3s . 7 Le ; ’ * ‘ 
i ‘ " hee $ - naa wees Se a te ae mR Wee Rage ot) a 2 hag : re 
— / - \ =e ee ES he ay e . a 
—— ‘ y fi \9 a ms és MM a eros. , , Se See No ms 
J ia ae me ee Im i : wo hs i a bates *, * ’ ni sae < . * me ms yf “ om é : ee yy fe aise ~~ Ss 
; Sia Vs % 2 te a oy &¢. ve ics On rere Sct ee : Si. “Ki : : 
5 ia a OP iy Oe = eS ee f P. ee 7) ‘i 
| as ae oe ty Oe : < * aS ; p - ‘> : % we. _ ae Bey % % se awe Shee Py tales z as ‘ =A 
n TN bg re ~ Pee “oF coe: * YSN ‘ P i : . i See ae = ; “eee Sei ee S 
z < , * Ser Res eee ae oS ee 
‘, es Ep a Oe —_— - « 4 4 3S eee pee ‘ae 4 - 
1 . ; es. fase Se ee ea Sl , eee vay See Se 3 1 pos 
f 3 & ee rs AE oe he ‘ 4 ? . 7 ; . ‘ e es 3 f 3 Pa * ‘ J 7 * ¥. 3 ‘i wy eat me y ; é : F ae %. , ee a 2 Sig 2 - ee . an a = 
: Sy ae . ee \ ee er * he HF ie 5 Se; . si oe ‘ ee 3 sae ea bs, ¥ RONG a 
‘! ¥ » ¥ ' Lip m “Sa oe : ie Me * a? < Se “ Fi ‘ M = i ay 2 ac, Se ‘ 
l * YA Paes oy VAT ae ‘eae eae eS = ae ‘ae SE OSES j ™ 
& eee i Pars. aS urs ae My: oy x i ee a ee ley oe ee on 8 4 pod Ry . Brg en he ot a he * A 
f Pent “Y ie PR ee ‘nai NO aes Ba.) \g i) ih, i nn a A ef ;. Sem: 83 eae RT On Sal 
y 54 hk i>. s 8; . YB re ee: 4 at ‘eh 3 ‘ $ a © * a 
t, \ \ Beate ‘ ’ mares SS Ue BG RO ee rte sil 
| / ee gas hog ee es NO es atau WW: o) ile aa Se a k ¥ ; yt ee VEN. ts 
; W\ cee IS. Sk ERS LL RR 
ie . % PRCROMB wo) S i) ean eae ~y Ba ot ie ng oY \ oy " $e eae \ , ° 4 ‘as 
\ ete es ae ree ey "tae x aie td ee “ LE aie eid 
“4 ) ABE rc CO SRN CRA SD Weak. Bie o. compe a ee ) .\ den 
/ i ae ~~ *ae § Saas th 2 3: ‘.% : rie ; i : 2 é 7 of i : .-h 
. a F york igool | varnn SR ge aa Ox er” the ie Ree pat Gaal 
S, New € this ort ee ee a ane ie me i aia . ~« & ets er a 
re) are =. * a tT x hee So ‘ i , . a 4 SaaS, os. ‘ei: ile veg ee 
r, «wre prooks O",  dersom te tL <n. 9 hh a a ane 2 hob) Co 5 = 
s W. yer g& Fitch OY DIR RSS, oy St TY kien, Bee oS 2k Lat 4 ‘os 
s sercrom ich was oe ae S 4 % e Sai if Mion aA * 3 +3 foie ; 8 i et ‘4 ey « aR, B ; oes js 
emai > 7¢'- . th : : | me 
fe ae 
d —— a - 
_ oe 
ig : 
» ue 
oa oe 
+4 = 
” — 
2 _ 
1- = i 
<0 SS q 
” ce 
ir ua A. 
of ‘. zs 
Ave ? san 
‘a == , 
t rt aF: ad 
s- + PARR sas 
_ 7 ae 
—— 
f. fe 
eS ¢ 
1- 
, 7 pesca Patties es * wr) “i al “ e a Fa ee Demerath gars ee | ao ae fi ‘ 
: : HATER POWER & PAPER COMPANY gg 
S- c ~ Aa t 
_ : a : 
m imhon, olay ———— { 
b= , : } : 
‘st ; 
ig 4 ; 
. po f 
ne ; 


46 


Wakeman Likes Admen, 
but Hates ‘Tyranny’ 


‘Hucksters' Author Says 
No One Has Sued Him, 


-and Few Have Reviled 


NEw YorK—“I have read ‘The 
Hucksters’ and feel strongly im- 
pelled, figuratively at least, to 
smash your editorial nose,” the 
president of a midwestern adver- 
tising agency wrote to Frederic 
Wakeman. His reasons: 

“First, because of the filthy, ob- 
scene and lascivious content of 
the book. 

“Second, because of the gross 
misrepresentation of the adver- 
tising fraternity, portrayed by 
wolves who masquerade as adver- 
tising men. 

“As a purveyor of pornographic 
literature, Rinehart & Co. (pub- 
lisher of The Hucksters) rates 
Al.” Its “escutcheon will always 
be an odorifer- 
ous reminder to 
me of a cess- 
pool.” 

But although 
the Wakeman 
novel in two 
months has 
risen to the top 
of best - seller 
lists, with 750,- 
000 copies 
printed includ- F. Wakeman 
ing 550,000 for the Book of the 
Month Club, and probably 95% of 
radio and advertising people have 
read or discussed it—largely un- 
favorably—Rinehart has received 
only three or four “you cur” let- 
ters from admen. Of 60 or so let- 
ters from this group addressed 
direct to him, Mr. Wakeman tells 
AA, none has endangered his nose 
or other parts. 


No Action Taken 


Neither the American Tobacco 
Company nor Foote, Cone & Beld- 
ing, whom Mr. Wakeman used to 
serve on the Lucky Strike account, 
has taken any action against him. 
He also denied knowledge of re- 
ports that the William Morris 
Agency, confusing itself with 
“Talent, Ltd.” of ‘“‘The Hucksters,” 
was going to sue him. 

Broad-shouldered and bronzed 
from outdoor living in Mexico and 


ee 


\ west TEST CITY IN THE MID-WEST 


2x 


Ad Beyer 


SAYS... 


Here’s one to paste in your hat! Rockford 
has the highest per capita postal savings 
of any city in the United States regard- 
less of size. That, in addition to a 28% 
increase in 1945 bank deposits. 


At the Top in Mlinots 
ROCKFORD 


‘MORNING STAR. 
¥ REGISTER -REPUBLIC 


METROPOLITAN POPULATION 


| 


currently Nantucket, 35-year-old 
Fred Wakeman put his feet on 
somebody’s desk at Rinehart & 
Co., scratched a crew-cut head, 
and considered the social and eco- 


‘nomic import of the book, and of 


radio advertising. 

As an individualist, he said, he 
is opposed to “tyranny” in all its 
manifestations. The tyrant, in this 
instance, is Evan Llewellyn Evans, 
head of the Beautee Soap Com- 
pany, whose $10,000,000-a-year 
budget has shoved a lot of ad- 


vertising such as “Love That 
Soap” down people’s throats and 
applied Beautee to a lot of faces 
and bodies. 


Characters Are ‘Composites’ 


Conceived seven or eight years 
ago, it started to be a book about 
an industrial company. The char- 
acters, Mr. Wakeman emphasized, 
are “all composites,” including Mr. 
Evans. Kimberly, president of 
Kimberly & Maag agency, by 
whom the “hero,” Victor Norman, 
was employed, was a blend of 
about seven people. He wasn’t 
Mr. Foote. “Emerson Foote,” Mr. 
Wakeman said, “was good to me. 
I’m very fond of Emerson.” 

The tug-of-war between part- 
ners Kimberly and Maag was 
based on a situation in a West 
Coast agency, Mr. Wakeman said. 


“TI can’t say that I was a misan- 
thrope in the (advertising) busi- 
ness. I enjoyed it. I enjoyed a 
steady climb in it. But I knew 
after being in radio a while what 
was wrong with it, and I felt 
that I could write about it.” 

Radio he found to be too much 
promise and too little fulfillment. 
“People have antennas on the end 
of their fingers.” Their interest 
in the book springs from radio 
fan-aticism. But he believed that 
radio should intrigue less and 
“give” more. 

On the Book of the Month Club’s 
“The Author Meets the Critics” 
program on the New York Times 


Station WQXR, July 18, Mr. 
Wakeman “defended” the book 
against Carlos Franco, associate 


radio director of Young & Rubi- 
cam, and Russell Maloney, for- 
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merly with The New Yorker. 

The previous evening, on the 
same program over the Mutual 
network (which does not broad- 
cast it over WOR, the New York 
outlet), Harrison Smith, publisher 
of the Saturday Review of Litera- 
ture, called “The Hucksters” the 
“bitterest satire I have ever read,” 
but Bessie Beatty, WOR commen- 
tator, didn’t like its love story. 

Mr. Wakeman regards the book 
as “three-fourths advertising, one- 
fourth love.” 

Asked by Moderator John K. M. 
McCaffrey, fiction editor of the 
American Magazine, whether Kim- 
berly & Maag resembled Young & 
Rubicam, Mr. Franco (who grew 
somewhat spluttery as the broad- 
cast proceeded) said “definitely 
not.” K&M was fictitious, and 
Victor Norman, its account exec- 


IG figures ? 


COPIES 


Newspapers Group is_ the 


Big facts! The increasing 


copies-per-issue sale of Britain’s Kemsley 


British Press and the most powerful sales 
factor in British Advertising. Kemsley News- 


papers have atwo-fold penetration that gets into 


biggest in the 


ITH Paper Controls releasing barely a quarter of pre-war supplies, “austerity” 


newspapers of four and six pages are still the rule rather than the exception 


in Britain, and the percentage of advertising in them is limited. Soon, we hope, there 


will be room for all the advertisers who seek access to the British market through the 


newspapers of the Kemsley Group. 


KEMSLEY 


HOUSE, 


LONDON, 


ENGLAND .. 


235, EAST 45th STREET (I! 


= ee . | 

Ss | : 

aS a 

. ee : 

: 

; 

ee 

‘ 

| ae _ ee a | 

‘ 

eee | _ 

4 aN Ai yy) an Fd Ke: 
—_, 

ee | Britain’s Greatest N 

ez ff LS 


Advertising Age, July 29, 1946 


utive, “dishonest.” Y&R, however, 
is “a real, sincere, honest firm.” 
Advertising people in general are 
“honest, sincere, hard-working in- 
dividuals.’ Mr. Franco thought 
that a spit-on-the-table tycoon 
such as Evan Evans simply was 
“not credible. I’ve been in ad- 
vertising longer than Mr. Wake- 
man and I’ve never met such an 
individual.” 

Mr. Franco preferred the love 
part of the book. 

Mr. Maloney (‘the son of an 
advertising man’’) believed that 
the “Huacksters” characters ‘could 
be real advertising people, but 
found Kay Dorrance, with whom 
Norman fell in love, to be ‘the 
gooey creation of a soap opera.’ ” 

Mr. Wakeman said the repeti- 
tion of a slogan such as “Leve 
that soap” is “typical” of adver- 


tising. He referred to another 
product “currently advertised,” 
implying that it was “LS/MFT.” 

Mr. Wakeman still prefers the 
American “commercial” type of 
broadcasting to the “long and 
dreary” British programs. But 
American radio should “meet the 
interests of all the people” and 
not be merely a “continuous 
vaudeville show. If 5,000 people 
in the country are interested in 
some esoteric subject,” radio 
should give it to them. 

Mr. Wakeman would not “throw 
the rascals out.” Advertising, how- 
ever, he felt, should take a better 
look at itself, and do a better job 
on radio. 

Metro-Goldwyn-Mayer is now 
doing the script for the movie ver- 
sion of “The Hucksters,” probably 
to be released next winter. Mr. 


Wakeman told AA he knows noth- 
ing about reports that the book 
also will become a Broadway play. 
“Personally, I don’t want to write 
it for the stage,” he said. “It’s too 
cold for me now.” 

Next month, he will move his 
wife and three children to Ber- 
muda (where, incidentally, Her- 
vey Allen wrote “Anthony Ad- 
verse”). There he’ll find out what 
his next book will be about. 


McGraw-Hill Assigns 
Two European Writers 
McGraw-Hill Publishing Com- 
pany, New York, has appointed 
Frederick R. Brewster of _ its 
world news staff to cover western 
Europe, with headquarters in Lon- 
don, and Michael Marsh to the 
Paris office. Both joined the com- 
pany early this spring—Mr. Brew- 


ster from the Coast Guard, and 
Mr. Marsh from the Federal Re- 
serve Board where he was an 
economic assistant. 


Brown Named Manager 


Gerald M. Brown has been 
mamed manager of the Toronto 
office of Young & Rubicam. He 
will continue as manager of the 
Bureau of Industrial Service 
(Canada) Ltd., publicity and pub- 
lic relations subsidiary of the 
agency. 


Rejoins Steamship Line 

James F. Roche, who left Moore- 
McCormack Lines, New York, in 
April, 1942, to direct the War 
Shipping Administration’s public- 
ity for the first wartime observ- 
ance of National Maritime Day, 
has rejoined the company as di- 
rector of public relations. 


every corner of the market—the wide influence 


of important nationally-distributed newspapers 


combined with the strong local allegiance and 


heavy local coverage enjoyed by provincial 


newspapers. 


And Britain knows that the 


Kemsley Newspapers are the champions of 


liberty and free enterprise. 
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ET (l Ith Floor), 


NEW YORK CITY Telephone: 


Vanderbilt 63795 and 63796 


WSPAPERS 


-GREERVILLE, S. C. 
A SHORT HOP 


"123,000 
salle 


Over 123,000 people live 


within a shopping radius of 
10 miles of Greenville— 
711,711 people live within 
an easy-driving distance of 
50 miles. That’s why Green- 
ville’s retail sales are higher 
than many cities of 100,000 


population. 


Greenville Acws 


GREENVILLE 
PIEDMONT 


Total Daily Circulation 
75,453 


103% Family Coverage of 
S. C.’s Richest County 


Greenville 
County 


Top Coverage of South 
Carolina’s Top Market! 


GREENVILLE 
100,000 + 
=« 100,000 
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Mc<Allister-Ross Formed 
from Franklin-McAllister 


The McAllister-Ross Corpora- 
tion, Chicago, which will manu- 
facture and distribute household 
vacuum cleaners, has been formed 
as a result of the purchase of the 
assets of the Franklin-McAllister 
Corporation, Chicago, prewar man- 
ufacturer of vacuum cleaners. 
H. J. McAllister, vice-president in 
charge of merchandising of Frank- 


SOY 


7 QUALITY AN 
» SIZES AL WAY. 
OW THE... 


VELOX 


PHOTOSTATS \2°%,, 
Photographic Work 


Years of experience 
taught us how. 


YOU WANT IT WE COPY IT 


Royal Phuto Service 


lin-McAllister, is president of the 
new company. Charles Ross, for- 
merly in charge of the electrical 
refrigerator department of Sears, 
Roebuck & Co., Chicago, is vice- 
president and treasurer. 

Sales will be made through the 
53 major household appliance dis- 
tributors in the United States and 
Canada, who handled sales for 
rd Franklin-McAllister Corpora- 
ion. 


Issues Booklet on China 


The Vitrified China Association, 
Washington, has issued a booklet 
titled “American Vitrified China,” 
which relates the history of china, 
describes how it is made, its care 
and distinguishing features, and 
which gets ina plug for the Amer- 
ican-made product. The booklet 
was written and designed by Helen 
F. Graley. 


Appoints Beamer V. P. 
Willard C. Beamer has been ap- 
pointed assistant vice-president in 
charge of the newly created infor- 
mation department of the Bell 
Telephone Company of Canada, 
Montreal. He will also direct the 
company’s publicity activities. 


Refrigerators, 
Other Appliances 
Offered by Ward 


CuIcAGo—It begins to look like 
old merchandising times in the 
new Montgomery Ward: fall and 
winter catalog going out to more 
than 6,000,000 customers of the 
company’s nine catalog houses. 

For the first time since the war 
ended, the catalogs offer such 
hard-to-get goods as refrigerators, 
electric washers and ironers, vac- 
uum cleaners, radios, watches and 
clocks, typewriters and luggage. 
Most of these items appear “across 
the board” in the catalogs sent 
out by the different houses, 
though prices vary according to 
the region served. And most of 
them do not appear in the cata- 
logs already sent out by Sears, 
Roebuck & Co., Spiegel, Inc., and 
Aldens. 

Customers are told on the front 
cover, which features a women’s 
coat and suit ensemble, that prices 


Compact— 
easy to carry 


ILLUSTRAVOX two-way training is 40% faster 


LLUSTRAVOX sound slidefilm equip- 
ment uses dramatic pictures and spoken 
words to focus full attention on your training 
message. Trainees learn 40% faster, remem- 
ber 25% longer! In all types of sales and 
production training, Illustravox is the one best 


way — least expensive, most effective! 


ete YOU — KNOW 


Now is the time to lay the groundwork for the 
competitive days ahead. Plan to capture your 
share of the market with efficient, Illustravox- 
trained salesmen and dealers. Illustravox gets 
results—results that mean better business and 
greater profits. The Magnavox Company, 
Illustravox Div., Dept. AA-7, Ft. Wayne 4, Ind. 


ILLUSTRAVOX 


THE ILLUSTRATED VOICE 


DIVISION OF THE Ma cy ti C2 VO X COMPANY FT. WAYNE 


MAKERS OF 


FINE RADIO-PHONOGRAPHS 


are within the bounds set by the 
now-defunct OPA but that they 
may be raised at any time “if 
merchandise costs make an in- 
crease expedient.” 


Catalog Size Up 55% 


Reflecting the improved supply 
picture, the catalog contains 55% 
more pages than the book sent out 
at this time last year. A number 
of scarce items still are missing, 
however, including men’s dress 
shirts and pajamas. Pepperell 
sheets and pillow cases, though 
shown, are “Not Available.” 
Montgomery Ward refrigerators 
are offered at $145.25 and $156.25 
for 7 cubic foot models and 
$174.25 for an 8% foot deluxe 
model; electric washers are priced 
at $46.50, $59.75 and $71.25; and 
Ward’s electric ironer (“Do not 
order before Sept. 1”) is set at 


$63.95. Ward’s tank-type cleaner 
is $40.50, its vacuum cleaner 
$40.75. 


The newly-offered prewar Air- 
line radios include radio-phono- 
graphs at $184, $94 and $42.75, 
wood and plastic models of radios 
ranging from $67.50 down to 
$18.60, and portables at $25.85 up 
to $36.45. FM sets will be offered 
after Sept. 30, at prices to be dis- 
closed later. Ward warns the cus- 
tomer, however, that “With only 
50-60 FM stations throughout the 
country, it may take several years 
to put FM on a nationwide basis.” 
Television on a similar basis 
may take just as long, the com- 
pany adds, and it does not intend 
to offer sets until video “has been 
brought within the practical and 
economical reach of the public.” 


Features Four Brands 


Benrus, Bulova, Patek Philippe 
and Buren watches are featured 
for both men and women, at a 
wide price range. A women’s dia- 
mond watch and bracelet, set with 
72 diamonds, carries the highest 
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price tag—an even $3,000. In the 
typewriter line, Ward offers four 
nationally-advertised portables for 
the first time, including Under- 
wood, Royal, Corona and Reming- 
ton. 

G-E electric appliances dominate 
one catalog page, including a 
roaster, iron, mixer, coffee maker 
and waffle iron. Cory and Silex 
electric coffee makers also have 
reappeared, as well as other Ward 
and Knapp Monarch irons, Ward’s 
roaster and mixer, an _ electric 
juicer, liquidizer and Waring 
Blendor. Other appliances dis- 
played include the Toastmaster, 
Everhot roasterette, corn popper, 
Manning Bowman electric broiler 
and electric table cookers. 

The 1946-47 catalog introduces 
two new Ward shops—the Teen- 
Age Shop “for that special young 
crowd of girls who wear sizes 10 
to 16,” and the Boys’ Shop, a sin- 
gle department offering a com- 
plete assortment of boys’ clothing. 


Protex to Launch Drive 


Protex Products Company, New 
York, maker of film plastic acces- 
sories for the home, will soon be- 
gin a campaign, which will be the 
largest in its history, in business 
papers and in national magazines. 
Marcel Schulhoff & Co., New York, 
is the agency. 


Appoints Hallock 


S. N. Hallock, formerly adver- 
tising manager of E. F. Johnson 
Company, Waseca, Minn., manu- 
facturer of radio-electronic equip- 
ment, has been appointed an ac- 
count executive of Byer & Bow- 
= see os Agency, Colum- 

us, O, 


Herbert Joins Hewitt 


Howard D. Herbert, formerly 
manager of Airfoam sales for 
Goodyear Tire & Rubber Company, 
Akron, has joined the Restfoam 
sales department of Hewitt Rub- 
ber Corporation, Buffalo. 


LONG a 


Frese Tigran 


We can't brag about 
our advertising lineage 
records! You see, we're 


still in the throes of the newsprint shortage; 
still forced to ration advertising. 
But better days are coming, bye and bye, 
so in the meantime we're laying plans to 
produce even a finer Press-Telegram; to 
cover even more effectively this great market... 
Long Beach, California 


Now Nearly 
80,000 Net 
Paid Daily 
Circulation 


Represented Nationally by Williams, Lawrence & Cresmer 


Les Angeles Chicago 


New York 


Detroit San Francisce 
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Safety Drive Gets 


$1,000,000 Support 


in Advertising 


NEw YorK—The “Stop Acci- 
dents” campaign of the Advertis- 
ing Council in cooperation with 
the National Safety Council re- 
ceived more than $1,000,000 worth 
of advertising support in the first 
six months, the Advertising Coun- 
cil announced. 

An estimated $853,524 was ac- 
counted for in newspapers, out- 
door posters, car cards and win- 
dow posters, while many national 
advertisers used the safety theme 
in magazines. Newspaper space 
alone accounted for about $600,- 
000; outdoor advertising contrib- 
uted through members of the Out- 
door Advertising Association of 
America, $87,440; car cards con- 
tributed through the National As- 
sociation of Transportation Adver- 
tising and National Transitads, 
Inc., $101,619; and window pos- 
ters distributed’ through Window 
Advertising, Inc., $64,465. 

In addition, an estimated 933,- 
095,000 listener-impressions were 
rolled up on donated radio time 
contributed by advertisers and 
networks under the council’s al- 
location plans. The dollar value 
of these spots cannot be estimated. 

Foote, Cone & Belding, Chicago, 
is the volunteer agency and Carle- 
ton Healy, vice-president of Hiram 
Walker, Inc., is the campaign co- 
ordinator. 


Rochester Drive 
Aids Distributors 


RocHESTER, N. Y.—Advertising 
of this city’s program to aid small 
business already has paid off to 
the tune of $500,000, according 
to Commerce Commissioner 
Harold S. W. MacFarlin. 

Established in May, the cam- 
paign, designed to link manufac- 
turers in other centers with dis- 
tributors in Rochester, has re- 
sulted in the distribution here of 
more than 100 products, Mr. Mac- 
Farlin said, while 40 new or ex- 
panding businesses have been 
added. 

Through newspaper advertise- 
ments and direct mail, the Com- 
merce Department gets in touch 
with manufacturers elsewhere to 
determine if they have new prod- 
ucts or established lines with no 
distribution outlets in Rochester. 
Then, through local ads, the de- 
partment contacts new distribut- 
ing agencies, or established agen- 
cies which want to expand. 

Expense of the program to date 
has been $1,000, Mr. MacFarlin 
said, or $10 a product for the 100 
articles newly distributed here. 


New Marketing Firm 
to Handle ‘New Ideas’ 


Merchandise Presentation, Inc., 
newly created marketing organi- 
zation with offices at 42 E. 51st 
St., New York, to handle only 
“new idea” items, plans a na- 
tional newspaper and magazine 
campaign to begin in January, 
1947. The agency has not yet 
been appointed. The firm will 
sell its own patented ideas and 
products and represent manufac- 
turers and inventors of newly pat- 
ented items. Morton Goode is 
general sales manager. 

First advertising to be placed 
for one of the items represented 
by the company is page copy in 
August, Septemoer and Novem- 
ber issues of Harper’s Bazaar for 
Adjusto, a new picture frame by 
Barrett Plastic Products, Holly- 
wood, maker of Harlequin eye- 
glass frames. 


s s ’ . s 
Rejoins ‘Columbian’ 

Hal A. Kirby, tormeriy in the 
advertising department of the 
Oregon Journal, Portland, has re- 
joined the Columbian, Vancouver, 
Wash., as advertising director. He 
was previously a salesman for 
Columbian. 


Heads Hiram Walker 


S. J. Hamilton Jr., vice-presi- 
dent in charge of sales in the east- 
ern and southern states, has been 
elected president of Hiram Wal- 
ker, Inc., Detroit, subsidiary of 
Hiram Walker-Gooderham & 
Worts Ltd., Walkerville, Can. He 
succeeds E. N. Sturman, who re- 
signed recently to go into busi- 
ness for himself as exclusive 
Hiram Walker distributor in Los 
Angeles. 


M. O. Chenoweth Change 


Selvage & Lee, New York in- 
dustrial public relations firm, has 
named as associate M. O. Cheno- 
weth, formerly manager, New 
York office, American Forest 
Products Industries, Inc. Mr. 
Chenoweth has also been with 
King Features Syndicate and In- 
ternational News Service. 


Electric Group 
Drops Eddy, Buys 


‘Hour of Charm’ 


New York—Phil Spitalny and 
his all-girl “Hour of Charm” or- 
chestra, long heard on NBC for 
General Electric, will move over 
to CBS in September, replacing 
Nelson Eddy on the “Electric 
Hour” (Sundays, 4:30 p.m., EDT) 
sponsored by 160 electric compa- 
nies. 

The deal, announced last week 
by N. W. Ayer & Son, agency for 
the Electric Companies Advertis- 
ing Program, ended weeks of 
speculation on the Spitalny 
group’s future sponsorship fol- 
lowing G-E’s announcement that 


its contract with the orchestra 
would not be renewed this fall 
(AA, May 20). Mutual was re- 
ported angling for the orchestra. 

The “Hour of Charm” will re- 
place the “Electric Hour” in name 
and will be heard on the full CBS 
net, but a starting date has not 
been set. The “Summer Electric 
Hour” featuring Anne Jamison, 
Robert Shanley and Robert Arm- 
bruster’s orchestra and chorus, 
will be continued until the Spit- 


alny orchestra’s debut late in 
September or early in October. 

Nelson Eddy has been spon- 
sored by the electric companies 
for the past two years. Earlier 
they sponsored “Report to the 
Nation.” 


Furniture Men to Meet 

The National Retail Furniture 
Association will hold a three-day 
all industry conference in Atlan- 
tic City, Sept. 30-Oct. 2. 


Snow Mountain Orchard, Box 141-A, Yakima, Washington 


Agencies Knock Clients Over With Apples! 


We hand-select the finest of Washington State's famous apples 
and pack ‘em in distinctive Ponderosa Pine gift boxes . . . they 
make impressive holiday gifts for clients, 
friends and family. Free folder explains all. 


business associates, 
Prices: $2.75 and up! 
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“The Sun is fearless... 
Gives the facts uncolored’ 


THE 


“I am a dail é : 
like its editorial policy, especially in reference 
to labor. Then, too, the make-up of your paper 
is dignified and your columnists are outstand- 
ing, particularly Sokolsky and Lawrence—and 
Dave Boone is one of my favorites. 


reader of The Sun because I 


needed uncolored 


Represented in Chicago, 
Angeles by Williams, 


JOHN F. O'REILLY 


“T like your format and layout. Putting editori- 
als on the front page shows -the newspaper’s 
vigorous thinking and brings them effectively 
to the attention of the public. I enjoy David 
Lawrence’s column and everybody in the busi- 
ness knows that your photography editor, 
Norris Harkness, is doing a wonderful job.” 


Berean 


ANTON BRUEHL 


NICKOLAS MURAY 


“I am happy to endorse The Sun’s fearless 
way of sa ada the average citizen with 

acts. Likewise, your presen- 
tation of advertisements, particularly fashions, 
is appealing to me.” 


Che saitailin Sun 


NEW YORK 


Detroit, 
Lawrence & 
Boston, Tilton S, Bell. 


San Francisco and Los 
Cresmer Company; in 


OUTSTANDING PHOTOGRAPHERS... masters in the art of drama- 
tizing and glorifying with the camera ... have a thorough appreciation 
of the fine balance between truth and fiction, interpretation “and distor- 
tion. Their endorsement of The Sun for its editorial policy, its format and 
features is high praise and further corroborates the findings of the L. M. 
Clark organization's independent research which rates The Sun “one of 
America's best read metropolitan dailies." 


SUN COUNTS WHERE OPINION COUNTS 
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‘57 Varieties’ 
Hits Halt Century 


PITTsBURGH—The H. J. Heinz 
company this month trotted out 
its famous, if inaccurate, “57 Va- 
rieties” trademark and, with suit- 
able pomp, reminded the world 
that the slogan is celebrating its 
50th birthday. 

With the celebration also came 
the admission by Heinz that even 
at the time the slogan was chosen 
by the original H. J. Heinz, the 
figure 57 was selected mainly be- 
cause he liked the sound of it. 
Heinz, even then, made more than 
57 products. Since that time it 
has been publicized in devious 
ways—all the way from dog own- 
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pase 
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BEST DRESSED GIRL 
ARE COVER GIRLS 


ers referring to their pets’ ante- 
cedents to members of a U. S. 
bombardment squadron who se- 
lected the “57” as their insignia. 

To make sure that nobody 
would forget Heinz and its “57 
Varieties,” the company put up 
one of the first illuminated display 
signs on Broadway, and plastered 
hillsides throughout the country 
with gigantic 57s which, for 
years, were white-washed semi- 
annually. 


Urges Xmas Shopping 

“Time is Short—Do Your Christ- 
mas Shopping Now” urges L. F. 
Grammes & Sons, Allentown, Pa., 
in a direct mail piece featuring 
customer gifts. Charles Carist 
has been appointed assistant sales 
manager of the advertising spe- 
cialty division. 


Dealey Joins Newman 


Thomas W. Dealey, for nine 
years an art director of the D’Arcy 
Advertising Company, St. Louis, 
has, joined the Paul E. Newman 
Company, Los Angeles, in the 
same capacity. 
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What Transportation Men Want To Know 
About Equipment And Supplies 
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What Transportation Men 
Want to Know About 
Equipment and Supplies 


If you are an advertising or 
sales executive, either client or 
agency, interested in selling to 
the nation’s transportation in- 
dustry: the railroads, air- 
lines, motor truck and bus 
lines, steamship and barge 
lines, and street railways, the 
new TSN bulletins are specific- 
ally published for you. You 
should see and read them as 
they are published regularly 
every ten days. 


TSN bulletin No. 1 is just 
off the press. Its contents, like 
that of all future bulletins, will 


Transportation 


418 S. Market Street, Chicago 7, Illinois — 


be the result of friendly field 
visits made the country over 
by especially trained staff 
members of the James O. Peck 
Company 


If you want to know timely 
answers on why and how you 
should be selling America’s 
transportation executives, 
based on problems they now 
face and will face in the fu- 
ture, write today for TSN Bul- 
letin No. 1. Your name will 
also be added to the mailing 
list upon request. 


Supply News 


Wabash 2882 


New York Office: 122 E. 42nd Street — Murray Hill 3-5520 


San Francisco Office: 640 Mason Street — 


Transportation Supply News is affiliated with: Traffic W orld, Traffic Bulletin, 


Douglas 7233 


Daily Traffic World, World Ports and the College of Advanced Traffic. 


Department Store 
Sales Gains Shown 
Less Spectacular 


Cuicaco—For the second con- 
secutive week, department store 
sales in the United States gained 
substantially less, over year-ago 
sales, than at any time since mid- 
spring. 

Federal Reserve Board figures 
show that the gain last week was 
25% over the same week a year 
ago. It had been 26% for the 
previous week. Gains throughvut 
June ranged from 35% to 39% 
over June, ’45, and in May aver- 
aged 36% over 1945 levels. 

No indication was given as to 
whether the absence of federal 
price controls have affected store 
sales yet. Board officials here re- 
port that, in the seventh reserve 
district, sales in the second week 
of July in recent years have some- 
times been over and sometimes 
below those of the first week of 
July. Last week’s sales in the 
seventh district were 16% over 
those of the previous week and 
31% over the corresponding week 
of ’45. 

Highest gains in other cities last 
week, over a year ago, included: 
New York, 42%; Nashville, 37%; 
Newark, 36%; Syracuse, Chicago 
and Salt Lake City, 31%; Dallas, 
Detroit and Miami, 30%, and Los 
Angeles, 29%. Lowest gains were 
those of Washington, 2%; Wich- 
ita, 3%; Baltimore, 9%; Kansas 
City (Mo.-Kan.), 11%; Fort 
Worth, 12%; Oklahoma City, 
13%, and 17% in Little Rock and 
Seattle. 


BANK REPORTS STORE 
ADVERTISING TRENDS 


New YorK—Department stores 
in 52 cities spent $307,000,000 in 
newspaper advertising in 1945, 
compared with $306,000,000 in 
1939 and $330,000,000 in 1929, the 
New York Trust Company reports 
in the summer issue of “The In- 
dex,” the company’s quarterly 
publication. 

The department store ads rep- 
resented 40% of total retail news- 
paper advertising in 1945, as 
against 42% in 1939 and 34.4% 
in 1928, it is reported. In 1939, 
the ratio of total department store 
advertising to net sales ranged 
from 1.9% to 3.95% “depending 
on the size of the store.” 

The article quotes Harvard Bu- 
reau of Business Research reports 
showing that in 1944 radio adver- 
tising expenditures were 0.1% of 
net sales for stores in the $1,000,- 
000-$2,000,000 category; 0.15% for 
stores with $10,000,000 to $20,000,- 
000 annual sales, and 0.1% for 
stores with annual volume of $30,- 
000,000 or more. It is suggested 
that department stores, many of 
which are installing television fa- 
cilities, will probably increase 
their radio advertising. 

Department store sales increased 
55.5% from 1929 to 1944, the re- 
port shows. 


Issues Sales Aid 


A four page monthly, “Young 
Ideas,” prepared by the Huffman 
Mfg. Company, Dayton, for job- 
bers, dealers and distributors of 
Huffman bicycles, appeared this 
month. A cycling character known 
as “Gramps” is used as the mouth- 
piece for new sales ideas, and 
Huffman offers dealers and dis- 
tributors imprints for their own 
monthly mailings to customers. 


Gets Lace Account 

Wilkes-Barre Lace Mfg. Com- 
pany, Wilkes-Barre, Pa., has ap- 
pointed Advertising House, Inc., 
New York agency. Copy was for- 
merly handled direct. A new cam- 
paign, to use home furnishings 
publications, is now being lined 
up. 


COMPETITION 


SUN OIL COMPANY 
I Hamerd Pre meccoe 


COMPETITION CUTS PRICES—Sun Oil 
Company, Philadelphia, ran this one- 
time full-page in six eastern cities, 
through Roche, Williams & Cleary, to 
emphasize that, despite higher costs, 
the oil industry through technological 
developments, has improved products 
and "held down prices.” Sun "chal- 
lenges any other company to produce 
a product as good as Sunoco Dynafuel 
to sell at a lower price.” 


Almond Growers 
Begin Promotion 


SACRAMENTO, CAL.—With copy 
featuring drawings and commen- 
tary reminiscent of the work of 
Gluyas Williams, the California 
Almond Growers Exchange will 
use ads in five business papers 
during July and August to boost 
Blue Diamond almonds. 

Consumer copy planned for this 
fall will run in leading women’s 
magazines, and special newspaper, 
radio and poster campaigns will 
be placed simultaneously through- 
out the country. Emphasis will 
be on Blue Diamond eight-ounce 
and one-pound cellophane pack- 
ages, whose sales have shown 
marked increases. 


McCann-Erickson, San _ Fran- 
cisco, is the agency. 
Joins Lamport, Fox 


A. J. Denniston, formerly with 
Kawneer Company, Niles, Mich., 
has joined Lamport, Fox, Prell & 
Dolk, Inc., South Bend agency. 
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Swift Bringing 
Canned Infants’ 
Meats to Chicago 


Cuicaco—Swift’s canned 
strained meats for infants and 
diced meats for “juniors” within 
a fortnight will be introduced in 
the Chicago area, following sev- 
eral months’ successful test try- 
outs in Akron, Evansville, Ind.; 
Worcester, Mass., and Flint, Mich. 
(AA, April 15). 

The beef, calf heart, lamb, pork, 
veal and beef liver meats will be 
backed here by an initial 10- 
week drive with large-space in- 
sertions in the Chicago Daily 
News, Herald-American and Times 
and Gary Post-Tribune on Tues- 
days and Thursdays, followed by 
insertions once a week indefi- 
nitely. 

As with other Swift products 
in the past, distribution outside 
Chicago will gradually increase as 
production gains. Radio and na- 
tional printed media will be used 
after national distribution has 
been accomplished. 

The new product, first of the 
kind ever prepared, assertedly 
gained instant success in test 
cities, largely because it does 
away with the need for laborious 
scraping of fresh meats for in- 
fants. The 3% and 5-oz. can 
labels are gaily colored and carry 
animal cartoons. Labels also bear 
the seal of the American Medical 
Association, featured in advertis- 
ing. 

Needham, Louis & Brorby is the 
agency. 


To MacFarland, Aveyard 


Ready Foods Canning Corpora- 
tion, Chicago, has placed its ad- 
vertising with MacFarland, Ave- 
yard & Co., Chicago. 
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ST. JOSEPH NEWS-PRESS 
- St. Hoscph Bnzette 


RUNKLE * THOMPSON * KOVATS « INC 
ADVERTISING TYPOGRAPHERS AND PRINTERS 
Whitehall 7111 * 520 N. Dearborn Street, Chicago 10 
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16 Spent $5 Million 
Each in Three 
Media in 1945 


(Continued from Page 1) 
tional Silver, S. C. Johnson & Son, 
Prudential Life of America, Sher- 
win-Williams, Union Carbide & 
Carbon, and U. S. Steel. 

“While certain of the informa- 
tion in this report has previously 
been published in the advertising 
trade press,” said W. H. Mullen, 
director of the bureau, figures for 
the three media “have not until 
now been assembled in compact, 
usable form. Further, the previ- 
ously published magazine and 
newspaper figures have both in- 
cluded the advertising revenue of 
the three leading Sunday supple- 
ments (The American Weekly, 
Parade and This Week), resulting 
in a serious overstatement in the 
totals of many companies.” 

The report presents both gross 
and estimated net radio network 
billings, by accounts. These net 
billings have been derived by ap- 
plication of network rate card 
discounts to the gross time charges 
of each program. But for adver- 
tiser three-media totals the gross 
time charges are used. 


Newspaper Figures Not Complete 


In its foreword, the MAB points 
out that newspaper data included 
are “less complete than in, previ- 
ous years,” when a similar study 


—also based on figures compiled’ 


by Media Records and Publishers’ 
Information Bureau—was pub- 
lished by the Bureau of Advertis- 
ing, American Newspaper Pub- 
lishers Association. 

The ANPA study for 1944, the 
MAB says, covered “expenditures 
in daily and Sunday newspapers 
located in 793 cities of the United 
States; the papers in these cities 
accounted for approximately 86% 
of the nation’s total newspaper 
circulation. In 1945, the news- 
papers in the 107 cities checked 
by Media Records account for 


COUNTRY’S 
FIRST 


Cimes 


Chester, Pa. 


ALFRED G. HILL, Publisher 
Cc. L. EANES, General Manager 
DON MCKAY, Local Advertising Manager 
Nationally Represented by STORY, BROOKS & FINLEY 


about 73% of the total U. S. news- 
paper circulation. This might 
seem a reduction of as much as 
15%. . . These considerations 
should be borne in mind, how- 
ever: 

“1. All the newspapers distrib- 
uting The American Weekly and 
This Week, and all except three 
small Sunday newspapers distrib- 


cities of 100,000 population or 
over,” practically all of which 
were checked in 1945. 

“It is believed, therefore, that 
the newspaper expenditure of the 
average national advertiser is 
understated by not more than 10 
to 15%—compared with a prob- 
able understatement in the 1944 
booklet of 5 to 10%.” 


total of 3,535 individual products. 
Media Records, however, does not 
report on the newspaper expendi- 
ture of financial or of hotel and 
resort advertisers. “Such adver- 
tisers are included in the current 
study if their magazine or net- 
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work radio investments are $25,- 
000.or more,” their newspaper col- 
umn carrying only the symbol 
N. R.—Not Reported. 

As with magazines and news- 
papers, the one-time rate is used 
in computing gross time charges 


GIBBONS 


ADVERTISING di, 


8 Rnldade CANADA 
GIBBONS LTD. 


J. BAY STREET. 
WINNIPEG, REGINA, 


uting Parade, are in the 107 cities 
checked. ... 

“2. National newspaper adver- 
tising is largely concentrated in 


The MAB report covers 1,884 
companies which spent $25,000 or 
more in any of the three media 
in 1945 and which advertised a 


MERCHANDISING 


TORONTO, MONTREAL, CALGARY, EDMONTON VANCOUVER 


THE YANKEE NETWORK NEWS SERVICE 


12 years ofr NEWS LEADERSHIP! 


On June 15, The Yankee Network News Service changed its 
format. 


On that date, each edition — 8:00 A. M., 1:00 P. M., 6:00 
P. M., 11:00 P. M. — went on the air, on the dot, with the latest, 
up to air-time headline news. 


‘Since 1934 The Yankee Network News Service has operated 
the largest independent radio news service in New England. 
Over the years it has constantly enlarged its facilities for giving 
the most complete local, national and international news cov- 
erage. The present arrangement is therefore a change in style 
of news presentation only. ‘ 


This new routine, we believe, will be more than ever in the 
public interest and will enhance Yankee leadership and accept- 


a ance as New England's most complete radio news service. 
€ 


Yankee Network 


News Service 


On the Gir 


For complete story and availabilities 
of the news in New England — 
Ask Your Petry Man 


"Represented Nationally by EDWARD iets 


91 BROOKLINE AVENUE, BOSTON 15, MASS. 
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for network radio. However, in 
this medium, the bureau empha- 
sizes, “cash and frequency dis- 
counts are so consequential that 
net billings—the actual invest- 
ment of the advertiser in time 
charges—are very considerably 
smaller than the gross billings.” 
MAB “therefore retained Publish- 
ers’ Information Bureau to esti- 
mate net time charges for each 
account.” These net billings for 


No Burton Browne 
client has a 
competitor with 
better advertising 


BURTON BROWNE 
ADVERTISING 3 


619 N. MICHIGAN, CHICAGO II « DEL. 8300 


all accounts carried on the four 
networks were estimated to total 
$140,093,304, as compared with an 
estimate by Broadcasting of $130,- 


000,000. No attempt is made to 
estimate network radio talent 
charges. 


Whereas the gross network ra- 
dio billings of Procter & Gamble 
in 1945, for example, were $14,- 
927,108, the net billings of this 
company were estimated at $10,- 
747,051, or more than $4,000,000 
less. The General Foods gross net- 
work figure of $8,003,303 thus was 
reduced to $5,880,816; Lever Bros., 
from $7,274,603 to $5,150,672; 
Sterling Drug, from $8,252,208 to 
$6,104,061, and General Mills, 
from $6,415,278 to $4,476,428. 


Gives Competitive Data 


Claiming “the pre-eminence of 
the national magazine as an ad- 
vertising medium,” the _ study 
shows that the 97 magazines and 
11 national and regional farm pa- 
pers checked by PIB had a 1945 
gross revenue of $304,562,303, as 
compared with a $190,000,000 es- 


THE CARE AND FEEDING 
—OF PRESIDENTS 


For success in dealing with presidents observe these rules: 
1. Go to presidents with decisions, not for decisions; 
2. Go to presidents with fundamentals, not with details; 
3. Be clear, concise, complete, convincing; 


4. Be prepared; 
5. Be brief! 


Fundamentals are determined by ideas. The company that sells 
the ideas has a good chance of selling the goods. 


Ideas that appeal to presidents follow the patterns of their think- 


ing and doing: 
1. Presidents think and 


plan further ahead; 


2. Presidents “see” in terms of figures, percentages, ratios, 
charts, graphs, balance sheets, costs, taxes, profits, sur- 
pluses, and dividends; 

3. Presidents like ideas that make for efficiency, time sav- 
ing, cost saving, a better and more appealing product, 


more sales; 


4. Presidents welcome ideas that make for better em- 
ployee and public relations; 

5. Presidents are persuaded by prestige and standing as 
well as by technical or scientific superiorities; 

6. Presidents buy wholesale + + « they buy overall better 
lighting * * * not a single bulb; they buy plant mod- 


ernization * * 


* not a single machine; 


7. Presidents’ thoughts and actions range the entire field 
of business: production, marketing, financing, man- 
agement; in many respects they are all-seeing, all- 


knowing, all-doing; 


8. Presidents embrace ideas and make their decisions on 
the basis of experience, judgment, departmental recom- 
mendations; and, sometimes, by intuition, hunch, 
tossing a coin, or for purely personal or emotional 
reasons, * * * ignoring the persuasion of science or 
facts * - * seldom enough to prove that they usually 
are wise and often enough to show that they are human. 

If you want action from your advertising to Presidents tell your 
story in your headlines and illustrations; executives seldom take 


the time to read a “clever” or ‘ 


‘intriguing” advertisement down 


to the last line to find out what it is all about! 


For action from Presidents * - * try Dun’s Review! 


Dun’s Review reaches 20,666 presidents and 35,485 other executives in the 
leading companies in Manufacturing (55.9% of circulation); Wholesaling 
(24%); and Railroads, Transportation, Utilities, Retail, etc., (11.9%); Finan- 


cial, Banking, and Insurance (8.2%). 


and size of companies available. 


Detailed breakdown, by titles, type, 


DUNS REVIEW 


Published by DUN & 


BRADSTREET, Inc. 


290 Broadway, New York 8, N. Y. 


Offices in principal cities of the world. 


timated national volume for news- 
papers, and $190,747,628 gross 
revenue for the four networks. 
Of the 3,535 products covered, 
79.4% were advertised in maga- 
zines, 47.3% in newspapers, and 
11.1% in network radio. Of 3,289 
products advertised in magazines 
or newspapers or both, two-thirds 


or invested more money in maga- 
zines, the study says. Of 2,009 
advertised in magazines or net- 
work radio or both, 86.8% used 
magazines exclusively or invested 
more money in this medium. Of 
2,345 products or services which 
used only one of these media in 
1945, 1,676 (71.5%) advertised ex- 
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(24.2%). exclusively in newspa- 
pers, and 101 (4.3%) exclusively 
in network radio. 

A supplement lists 39 retail 
stores which spent $25,000 or more 
in magazines in 1945. 

The $1 million and more ad- 
vertisers listed by the Magazine 
Advertising Bureau for 1945 were 


either advertised exclusively in|clusively in magazines; 568| (in thousands): 
Network Network 
° Maga- News- Radio Maga- News- Radio 
Advertiser zines papers (gross) Total Advertiser zines papers (gross) Total 
(000 omitted) (000 omitted) 
Allis-Chalmers Mfg. Co.....$ 362 $ 72 $ 867 $1301 Lamont, Corliss & Co. 
Aluminum Company of (including Pond’s) ...... $1715 $1373 $ ... $3087 

MUS Seka enancdap sss 784 84 192 1061 Lehn & Fink Products Corp. 1015 383 647 2045 
American Home Products Lever Brothers Company 

CS os 5 ea bse te aie eee et a8 1251 577 5150 6979 (including Pepsodent) . 4094 2771 7275 14,140 
American Meat Institute.... 869 196 324 1389 Lewis Howe Company...... em 110 1407 1517 
American Telephone & Tele- Libby, McNeill & Libby..... 563 219 1421 2202 

WORE QO. 6.3660 Fs aie 0 6 cs 1798 809 2607 Liggett & Myers Tobacco 
American Tobacco Co. .. 982 29 1823 2834 Po gee Pee ere 1586 142 3450 5179 
Armour & Company........ 660 493 510 1662 Loew’s, Inc. (M-G-M)...... 935 221 ew 1156 
Armstrong Cork Company.: 651 i<% 385 1036 P. Lorillard Company ...... 713 75 1556 2344 
Associated Distributors, Ine. 785 435 hee 1219 Manhattan Soap Company, 
me De  SOMOIEE, TRG. 66 cies 3 Pa 1680 1683 DM: ao kag Ra dea OEE ORS OS 61 233 2079 2372 
Mest MOGGERS, THE. 65 6.06 ccecs 704 839 67 1610 po, a a ere eee ere ee 110 45 990 1145 
Borden Company .......... 1519 1353 989 3860 Miles Laboratories, Inc. .... 323 133 5131 5586 
BOOP IORM, 2G. Tvs does sc esaee 499 99 764 1363 Philip Morris & Co., Ltd., 

Bristol-Myers Company .... 2597 438 2776 5810 BMG: bd hie 5954 608 3,08 646608 1951 211 2200 4362 
Brown & Williamson Tobacco Nash-Kelvinator Corporation 1027 115 542 1684 

Pe er ey eet ee 353 678 2370 3401 National Biscuit Company... 1130 462 er 1592 
California Fruit Growers National Dairy Products - 

co a ee ee 734 620 1354 CM. 6.64 4600500 £458< 66848 1183 894 1632 3708 
California Packing Corpora- National Distillers Products 

Ce eee ee ee ee 911 179 a 1090 a eee eere res cre ee eK: 2708 1495 vr 4203 
Campana Sales Company... 459 132 575 1167 Pabst Sales Company ...... 391 342 729 1462 
Campbell Soup Company.... 1662 52 1656 3370 yg ee ey lS eres 549 774 ee 1323 
Can Manufacturers Institute, Parker Pen Company....... 803 572 506 1881 

po rere See oe ee 887 405 ~~ 1292 | Pennsylvania Railroad ..... 709 556 re 1265 
Canada Dry Ginger Ale, Inc. 959 487 <n 1446 Pepsi-Cola Company ....... 385 621 0% 1006 
Carnation Company ........ 238 225 775 1239 Phileco Corporation ........ 658 91 1144 1894 
Carter Products, Inc. ...... 543 616 683 1842 | Pillsbury Mills, Inc. ....... 343 346 332 1021 
Celanese Corp. of America... 410 113 790 1313 Procter & Gamble Company 3187 3789 14,927 21,903 
Chesebrough Mfg. Company 217 281 666 1164 Prudential Insurance Co. of : 4 
Chrysler Corporation ...... 3020 914 780 4714 Mo 46 bcs aedaiaws << 436 6 1010 1452 
Coca-Cola Company ........ 1029 1322 2778 5129 Quaker Oats Company ..... “400 1210 2281 3891 
Colgate-Palmolive-Peet Radio Corporation of America 1042 148 501 1691 

NS eer ey eee ee 1735 2928 4325 8988 | Ralston Purina Company... 796 83 1167 2047 
Continental Baking Company ... 415 699 1114 | Reader’s Digest Association 1 245 960 1205 
Continental Distilling Corp. 1167 1370 or 2537 | Revlon Products Corporation 795 391 aids 1185 
Corn Products Refining R. J. Reynolds Tobacco Co.. 1080 330 2519 3930 

COMORES 2505 6ea Khas ees 1475 132 153 1760 Sales Builders, Inc. 

Cudahy Packing Company... 301 436 922 1659 CRBRE WOOCOP) 6 cic cc ccscc 851 85 424 1360 
Curtis Publishing Company. 104 1020 940 2065 Schenley Distillers Corpora- 
Doubleday, Doran & Co..... 508 1183 oa 1692 | er eee: rey ee 3430 1229 1053 5713 
E. I. du Pont de Nemours & Seagram-Distillers Corpora- 

Cie as J aeae VEGA es woes 1056 194 691 1941 RPP ee rr ee eee ee 3615 2418 319 6352 
Eastman Kodak Company.. 1520 eas 12 1532 | R. B. Semler, Inc. (Kreml).. 665 229 1714 2608 
Electric Auto-Lite Company 481 6 760 1248 Serutan Company .......... aes 240 985 1225 
MPOMITO, ONG. inc ccc cascass acd 59 1176 1235 Seven-Up Company ........ 833 50 526 1410 
TEVOPSRGED, INC. «occ cccccccce 250 237 1616 2104 W. A. Sheaffer Pen Company 276 310 603 1189 
Firestone Tire & Rubber Co. 1076 60 778 1915 Shell Union Oil Corporation 854 345 aa 1199 
F. W. Fitch Company....... 144 326 1173 1642 Sherwin-Williams Company. 152 483 393 1028 
Ford Motor Company ...... 2838 769 1528 5135 Sinclair Refining Company. 187 281 1368 1836 
General Electric Company.. 3948 906 3642 8496 Socony-Vacuum Oil Company 1982 501 763 3246 
General Foods Corporation. 3347 703 8003 12,054 BE. R. Squibb & Sons........ 588 256 907 1751 
General Mills, Inc........... 1192 2032 6415 9640 Standard Brands, Ine....... 1211 1464 2274 4950 
General Motors Corporation.11,436 2686 1158 15,280 Standard Oil Company (New 
(Including Ethyl Gasoline) Jersey) (including: Mistol 
Gillette Safety Razor Drops, Nujol, Daggett & 

CE OAEE © 2b 35k 04 da.0 hse ces 111 389 864 1364 PRAMAGON) ois cicsas0s 04 se 322 771 8 1101 
Glenmore Distilleries Com- Sterling Drug, Ine. ........ 1178 1928 8252 11,358 

NE Oh hina its 2s a's os 8 858 495 bee 1354 Studebaker Corporation .... 1051 352 ‘es 1404 
B. F. Goodrich Company.... 1741 71 843 2655 Sun Oli COMPANY 6.4625 644% 13 276 977 1265 
Goodyear Tire & Rubber Co. 2343 158 147 2648 Switt & Company .... 06665. 2538 853 1484 4874 
Grove Laboratories ........ 155 102 893 Ezeo | Vaemek Company. 6. <ccs.00 0s 1350 138 1078 2566 
Gulf Oil Corporation ....... 330 169 559 1058 Union Carbide & Carbon , 

H. J. Heintz Company...... 1011 946 98 2056 CO: 55-54 NDS. 6 64 88's 1114 145 $63 1260 
Richard Muadnul .2..6 0. sess 726 323 1048 Union Pacific Railroad ..... 436 673 225 1334 
International Cellucotton United States Rubber Com- 

Products Company ....... 1579 165 1744 nee eee EET Pere ere 1304 273 1119 2696 
International Harvester United States Steel Corpora- 

MOOGRMNRD 56655665 Ses ees 1167 94 150 1411 ek 5. 5.6:4'4. 848 SRE EES © 825 66 373 1264 
International Silver Vick Chemical Company.... 561 367 645 1573 

fe) PSP ee ee ee ee 619 oe 552 1171 Hiram Walker-Gooderham 
Andrew Jergens Company.. 1763 722 1662 4147 2... eee re L7t7 1872 $6 3649 
Johnson & Johnson ........ 735 129 325 1189 Wander Company (Ovaltine) 647 493 454 1594 
S.C. genneon & Bon. ...14%5 371 326 841 1538 Westinghouse Electric Cor- 

Meuoee COMPANY 2c. s.ss.05 213 1045 2615 3873 oe ees sere tet 1663 51 1742 8456 
Ear Beemer, TAR. . nes cts 119 241 827 1186 Wm. Wrigley Jr. Company. 55 33 2058 2145 | 
Lambert Pharmacal Company 1769 845 305 2918 Zonite Products Corporation 467 168 701 1336 


Cheek Joins WNEW 


Chester V. Cheek, formerly with 


Names Ecoff & James 
Westmoreland Federal Savings 


‘Judge’ Names Hanson 
Rodman Hanson has been ap- 


Radio Consultants, Inc., has joined|& Loan Association, Philadelphia,| pointed advertising manager of 


the sales staff of Station WNEW,|has placed 


New York. 


Ecoff & James, Philadelphia. 


its advertising with|Judge, published by Judge Pub- 
lishing Company, Philadelphia. 


THE NATION’S FIRST BROADCASTING. STATION 


P RIMARY cover- 
age of a great, tri- 
state area includ- 
ing Pittsburgh, 
2,000 towns, and 
6,000,000 people. 
Clear channel. 
50,000 watts. Basic 
NBC programs. 
Test Westinghouse 
Response-Ability 
through KDKA. 
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Daily Air Taxi 
Makes 175-Mile 
Shopping Jaunt 


ATLANTA—By successfully whit- 
tling down the travel time from 
Albany, Ga., to Atlanta (175 
miles) with his aerial taxi serv- 
ice, former B-29 pilot William 
Hall, president of Albany Air- 
ways, is offering Albany shoppers 
a full day in Atlanta along with 
a free lunch thrown in by Davi- 
son-Paxon Company, Atlanta de- 
partment store. 

For $16.80 apiece, Hall daily 
gets his passengers into Atlanta 
as stores open for business and 
hauls them back, tired and happy, 
at 5 p.m. Using twin-engine Cess- 
nas, he not only hauls the shop- 
pers but also manages to deliver 
the final market edition of the 
Atlanta Journal to Albany each 
day. 


Double-Barreled 
Grid Radio Plans 
Dratted for Army 


PHILADELPHIA—N. W. Ayer & 
Son has wrapped up plans for the 
Army to promote its recruiting 
campaign this fall through spon- 
sorship of college football broad- 
casts over both the ABC and Mu- 
tual networks. 

Although the agency said the 
cost would not be determined un- 
til the networks ascertained how 
many stations could be cleared, 
one report placed the estimated 
outlay at about $500,000. 

ABC will cover the Army cadets’ 
games, both at West Point and 
“away from home,’ with Harry 
Wismer at the microphone, while 
Mutual will carry “the game of 
the week,” to be determined from 
week to week on the basis of team 
records. Ted Husing, who is leav- 
ing CBS to free-lance, may do the 
Mutual broadcasts. 

The Army’s grid schedule opens 
Sept. 21. An Ayer source said the 
Mutual series probably would get 
under way the week following. 
About 135 to 140 stations on each 
net are expected to clear time for 
the. broadcasts. 

Part of ABC’s problem rests in 
the fact that Texaco, sponsor of 
the Metropolitan Opera, owns Sat- 
urday afternoon time, but it is re- 
ported a deal may be worked out 
whereby Texaco would delay start 
of Met broadcasts. 

Spot radio, which has been used 
extensively by Army recruiting in 
its summer campaign, will be re- 
sumed following the end of the 
football broadcasting. 


BPS Becomes Part 
of International Media 


Broadcasting Program Service, 
New York, will in the future be 
part of the newly formed Inter- 
national Media Corporation, with 
Herbert Rosen, head of Broadcast- 
ing Program Service, as president, 
and Frank G. Berglas, in the mo- 
tion picture business in London 
and New York, as vice-president 
and treasurer. The new company 
will handle all phases of interna- 
tional advertising and public rela- 
tions, with emphasis on radio and 
television. 

Milton E. Mitler, who, before 
joining the Army air forces, was 
script writer and announcer for 
Blue Network affiliates, has been 
named head of International 
Media’s newly formed production 
affiliate, I. M. C. Radio Produc- 
tions. Media Enterprises, of which 
M. U. Sheldon is president, has 
been appointed exclusive domestic 
sales agency. 


Maps Insecticide Drive 

Unexcelled Chemical Corpora- 
tion, through Kelly, Nason, Inc., 
New York, has planned a cam- 
paign for its new insect repellent 
UNXLD 448, using national maga- 
zines, business papers and local 
radio. 


Battersby Opens Firm 


Jim Battersby, director of pub- 
licity of the Chamber of Com- 
merce, San Antonio, Tex., has re- 
signed to establish a public rela- 
tions agency there. An ex-New 
York newspaper man, and more 
recently a captain in Air Force 
public relations, Mr. Battersby 
just completed the publicity as- 
signment on the National A.A.U. 
field and track championships. 


Egg Carton Ads Resumed 


A. E. Hartman, Inc., sole ad- 
vertising representative for Ad- 
vertising-on-Egg-Cartons, has re- 
sumed operations, with offices at 
295 Madison Ave., New York, and 
1001 Berger building, Pittsburgh. 
Offices will be opened later in Chi- 
cago and San Francisco. V. I. 
Maitland has been appointed ex- 
ecutive vice-president. 


Record Turnout 
Predicted for 
Western Market 


San FRANcIsco—More than 1,200 
manufacturers will display their 
latest products to a record-break- 
ing number of dealers and buyers 
at the western fall market here 
Aug. 5-10, according to Frank K. 
Runyan, president of the Western 
Merchandise Mart. 

Theme of the six-day show is 
“Making Homes of Houses—Our 
Industry’s Job.” The week will 
feature seven markets in one, in- 
cluding furniture, floor coverings, 
radios and appliances, gifts and 
housewares, decorative textiles, 
linens and domestics, and toys 


| and juvenile goods. 


One of the highlights of the 
week, a merchandising clinic on 
“How to Sell More Carpets and 
Rugs,” will be presented by the 
Carpet Institute of America Aug. 
8. Industry leaders from New 
York will participate in the pro- 
gram. 

The largest buyers book and di- 
rectory in the history of the Mart 
is now on the press, with a print- 
ing order exceeding the previous 
top by 25%. 


Joins Vess Beverage 


Victor R. Burtch, for the past 
three years general sales manager 
of Grove Laboratories, St. Louis, 
has resigned, effective Aug. 9, to 


Wer 


Winner of the 
ANVIL OF PUBLIC 
OPINION TROPHY 


Delivering 
the largest 
Net Paid ABC 

Circulation of 
any Financial 
Weekly 


become general sales manager of 
Vess Cola Syrup division of Vess 
Beverage Company, St. Louis. 


Send for the 
FINANCIAL WORLD Send for 1 
86 Trinity Place,N.¥.6 Public Relations” 


FORT ATKINSON, WISCONSIN - 250 PARK AVENUE, NEW YORK - EDWARD S. TOWNSEND CO., SAN FRANCISCO, LOS ANGELES 


MIL 


IS 


MONEY 


RO TIME you see a bottle of milk, re- 
member milk is money... milk is buying 
power to HOARD’s DAIRYMAN subscribers. 
To you and your family, milk, cream, butter 
and cheese are a regular supply of the most 
wholesome food. To HOARD’s DAIRYMAN 
subscribers, they are a steady cash income. 

Other farmers work months to harvest a 
cash crop. HOARD’s DAIRYMAN subscribers 
harvest one or more cash crops every day, in- 
cluding Sundays and holidays. Dairy farming 
is diversified farming with many sources of 
cash income. As compared to average farm- 
ers, HOARD’s DAIRYMAN subscribers earn 
389% more from dairy products .. . 102% 
more from livestock sold .. . 82% more from 
poultry ...and 16% more from field crops. 

Hoarp’s DAIRYMAN subscribers are the 
cream of the farm market. Your advertising 
in HOARD’s DAIRYMAN sells your product to 
steady-income farm families who own more, 
earn more and buy more! 
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AGENCY 


PLAN MAN 


If yours is the type of thinking 
that can permeate an agency‘s 
creative staff, we are looking 
for you. An understanding of 
good copy and visual inter- 
pretation is, of course, essen- 
tial. However, our man must 
also have a thorough business 
background, because we be- 
lieve that good advertising 
means the movement of goods, 
not pretty words and pictures. 


Here is a chance to join a 
New York agency that has 
grown in each of its 15 years, 
and now needs a key execu- 
tive. We want a shirts-sleeve 
guy who is interested more in 
the job he can do and the 
money he can earn and the 
possibility of sharing in the 
business than in the name of 
the agency he is with. 


Write us today — don’t bother 
mentioning the clubs you be- 
long to, but tell us about what 
you have done, are doing and 
how much you want to earn. 


Box 6533, ADVERTISING AGE 
330 W. 42nd Street 
New York 18, New York 


A FUTURE IN— 
LITHOGRAPHY 


Offered the man having the understand- 
ing and knowledge to sell fine lithog- 
raphy—on an ample salary + bonus + 
expense basis. 


Replies welcomed from men in: 

Atlanta Cleveland 
Baltimore New York 
Philadelphia 
F. M. Metcalf Advertising Agency 
2039 Walnut St. Phila. 3, Pa. 


— The Advertising Market Place — 


The rates for this department are as follows: 
“Representatives Wanted,” 


Wanted,” 


“Help Wanted,” ‘Positions 


and “Representatives Available,” 


60 cents a line, minimum charge $2. Figure bold face heads 25 letters 


and spaces per line; 


light bodyface 34 per line. Box numbers add two 


lines. Terms cash with order. Forms close Thursday noon, 11 days preced- 
ing publication date. Display advertisements take card rates. 


HELP WANTED 


POSITIONS WANTED 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 

United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago 


ARTIST 
To join Chicago agency staff. Full 
pale A of work. Permanent place. 
Good income. Write full details. 
Box 8312, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Ill. 


FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with leading 
organizations 
185 N. Wabash Ave., Chicago 


Excellent opportunity for Experi- 
enced advertising man to direct and 
execute regular schedule of mer- 
chandising. newspaper advertise- 
ments for large retail drug organi- 
zation. This is a permanent propo- 
sition for topnotch man who knows 
all the angles and can produce large 


and distinctive, action-getting 
weekly promotions. Write, stating 
qualifications, age, references and 


salary expected. An interview may 
then be arranged. Write ‘Retail 
Druggist.” P. O. Box 2993, Charles- 
ton, West Virginia. 


ADVERTISING & PUBLISHING 
Recognized Personnel Service. Op- 
erating nationally since 1914. Con- 
fidential Intermediary. Both to Em- 
ployer and Employee. 

SHAY AGENCIES 

30 W. Washington St., Chicago 2 
Exp. Space Rep. slick with adv. 
agceys. Also exp. Cir. Men. 

Mr. & Mrs. Inc., Suite 2@4B, 
208 N. Wells St., Chicago, Ill. 


pevosttns Man to manage estab- 
lished Jewish weekly newspaper in 
Mid-West. 
Box 8321, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Il. 


MAIL ORDER MAN 


Large national manufacturer in 
Chicago has excellent opportunity 
for young ad man. Must have work- 
ing knowledge of all phases of mail 
order advertising and direct selling 
—copy and creative planning, fol- 
low-up files and coupon checking 
systems, media, direct mail mate- 
rial, booklets, etc. Write details of 
experience, qualifications. 

Box 8322, ADVERTISING AGE, 
- 100 E. Ohio St., Chicago 11, Ill. 


EXPERIENCED GIRL 


Experienced in handling controlled 
circulation by a Chicago trade pub- 
lication, ~ 


Familiarity with petroleum industry 
helpful. 


Do not reply unless you are looking 
for a permanent position. 
Box 8323, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Ill. 


San Francisco 
Orrice ? 


The time is oe for bringing your 
new San Francisco office out of the 
talking stage. On-the-spot executive 
will join forces with established 
agency planning expansion. |5 years 
experience East and West. 4A cre- 
ative, administrative, organization. 
Write in confidence. 


Box 6527, ADVERTISING AGE 


100 E. Ohio St., Chicago II, Illinois 
LAYOUT MAN 
For medium-sized agency. Can develop 


into art directorship job and manager of 
art department. Salary and bonus. Past 
agency experience desirable but not 
essential. Give complete information and 


references. 


Box 6528, Advertising Age 


100 E. Ohio Street, Chicago II, Illinois 


Unusual Opportunity for 
COSMETIC 
COPY WRITER 


Must be an accomplished writer on 
cosmetics. Newspaper and direct mail. 
Dept. store experience helpful. Large 
nationally known company. Highly 
interesting variety of work. Splendid 
opportunity! 
Box 6515, Advertising Age 

100 E. Ohio St., Chicago 11, Illinois 


POSITIONS WANTED 
EXPERIENCED advertising repre- 
sentative with complete knowledge 
of eastern accounts 4 —— of 
making an early cha 

Box 8314, ‘ADVERTISING ace. 
330 W. 42nd St., New York 18, N. Y 


Production Man—Now in agency 
production with background of 20 
years’ printing experience as ex- 
pert typographer, pressman, voca- 
tional instructor, foreman, and su- 
perintendent. Prefer South or West. 
Box 8335, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Ill. 


WANTED 
AN ADVERTISING AGENCY 


Manufacturer with appropriation under 
$500,000 annually seeks an advertising 
agency with wide, emphasis wide, expe- 
tlence in merchandising and advertising 
cosmetics sold through jobbers to drug, 
department, and syndicate stores. If in- 
terested write fully of your organization, 
merchandising experience, accounts and 
policy in advertising this type of product. 
Replies will be held in confidence. 


BOX 6531, ADVERTISING AGE 
100 E. Ohio Street, Chicago II, Illinois 


CREATIVE COPYWRITER 
AVAILABLE 


Agency copy chief —age 30 — wants 
creative position where ideas count. 
A versatile writer experienced in 
space and radio advertising, and 
accustomed to planning complete 
campaigns: consumer, trade and in- 
dustrial. Knows radio, electrical 
equipment, farm, household goods, 
retail and heavy machinery fields. 
Believes in “‘Tell-to-Sell’” philosophy. 
Good samples. Good references. 


BOX 6534, ADVERTISING AGE 
100 E. Ohio Street, Chicago 11, Illinois 


Yg. woman, 4 yrs. —. = publicity 
and edit. desires adv. 
Box Ree ADVERTISING AGE, 
100 E . Ohio | St., Chicago 11, Ill. 


Some People Think 
Verse Is a Curse, 
But Me, I’m Funny, 
I Do It for Money 
Box Mie ADVERTISING AGE, 
100 E . Ohio St., Chicago 11, Ill. 


Publicity 
Executive 
Available! 


Recently resigned National Director 
of Information for the United States 
Department of the Interior desires 
Chicago public relations or publicity 
connection; 20 years topnotch com- 
mercial, industrial and governmen- 
tal experience in all media, includ- 
ing radio and documentary motion 


pictures; exceptional knowledge of 
production techniques; ealary, 
$10,000 


Box 8328, ADVERTISING AGE, 
__ 100 E. ‘Ohio_ St., Chicago 11, Ill. _ 


TOP-FLIGHT WRITER CONTACT 
Wants part time with office. 
Fluent, unique, sound ideas that 
get new business, Keep old. Ag- 
gressive, persuasive personality for 

contacts. 
Box 8330, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Tl. | 


RESEARCH 
with agency or research org. Vet- 
eran, A. B. degree, married, age 31. 
Three years’ experience copy, media, 
planning, research small agencies. 
All ’round advertising background. 
N. Y. preferred. 
Box 8331, ADVERTISING o>. . 

330 W. 42nd St., New York 18, 


I AM TIRED 
of riding in a rut. Have you a re- 
spectable job for a man who has 
studied the graphic arts the hard 
way—by cold, practical experience? 
Box 8324, ADVERTISING AGE, 
330 W. 42 42nd St., New York 18, N. Y. 


Publishers’ ett healed Fo exp., 
good contacts, desires additional 
publication or group for Eastern 
representation. Write A. M., c/o 
Reuben Barkow, 45 W. 45, N. Y. 19. 


Well-traveled Navy veteran with 
definite love for writing, flair for 
writing, and vivid imagination seeks 
break in Anggence or advertising 
or newspaper wor College back- 
ground. Can get excited—on paper 
—over any product, service or cam- 
paign. 
Box 8333, ADVERTISING AGE, 

330 W. 42nd St., New York 18, N. Y. 


Want More Fish? 
Use Thermometer, 
Adman Advises 


Cuicaco—If your fishing is dis- 
appointingly unproductive, give it 
another whirl—but next time 
don’t forget a thermometer. Be- 
cause, believe it or not, fish are 
fussy. How far they stay from 
the top depends entirely on how 
warm the water is. 

In his new book, “Fly Fishing 
for Trout, Salmon, Bass and Pan- 
fish,” Frank R. Steel, Chicago ad- 
vertising man and champion fish- 
erman, tells how to hunt fish with 
a thermometer. What fish prefer 
which temperatures is no secret 
to Mr. Steel, who has unveiled all 
—including complete information 
on how to flip a rod. 

With advance sales at more 
than 15,000 copies (Paul, Rich- 
mond & Co., publisher, Chicago, 
$1.50), it’s obvious that this year 
the fish won’t have a chance. Mr. 
Steel, an account executive with 
Presba, Fellers & Presba, Chicago, 
is experiencing mixed sensations 
as he watches the phenomenal 
sales of his book rise, aided by 
promotion through Ruthrauff & 
Ryan, Chicago, the agency han- 
dling the publisher’s account. The 
book represents the first of a 
series of pocket-size textbooks for 
sportsmen. 


Sears Promotes Two 


Arthur T. Chameroy, manager 
of Sears, Roebuck & Co.’s testing 
and development laboratory, Chi- 
cago, has been appointed super- 
visor of the radio department, 
succeeding Parker E. Wiggin, who 
has resigned because of ill health. 
Richard S. Burke, who recently 
returned to Sears after serving in 
the Navy, has been named to re- 
place Mr. Chameroy. Mr. Burke 
previously held various merchan- 
dising posts with Sears. 
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‘Mountain Broadcast’ 
Institutes Advertising 


Mountain Broadcast, a quarterly 
radio-fan magazine ‘directed at 
devotees of American folk music 
since 1939, will become a monthly 
and institute advertising begin- 
ning with its September issue. 
Based on a present circulation of 
12,000, the page rate will be $125. 
Per copy price will be 25 cents 
and a year’s subscription $2.50. 

Sole representative for adver- 
tising will be a new organiza- 
tion, Goddard Associates, 45 
Fourth Ave., New York. The 
magazine is issued by Mountain 
Broadcast ee Company, 
New York. 


Boscul Offers Premium 


William S. Scull Company, 
Camden, has been using 90 news- 
papers in the East to advertise 
a Boscul iced coffee “special” of- 
fer of four aluminum coasters for 
25 cents plus the label or metal 
opening strip from a pound con- 
tainer of Boscul coffee. Agency is 
Compton Advertising. 


ADVERTISING 
AGENCY 
PARTNERSHIP 


No investment necessa 
Man selected must definitely 
know how to secure accounts 
for established fully recog- 
nized Chicago Advan 
Agency. Prefer young man 
who has secured and han- 
dled large accounts or is 
operating his own agency 
and wants to give better 
service. Special bonus ar- 
rangement for man who can 
produce. 
Box 6535, Advertising Age 
100 E. Ohio St. 
Chicago 11, Ill. 


MAN FOR PHOENIX, ARIZONA 
Advertising man, age 36, experi- 
enced all phases of merchandising 
and advertising successfully operat- 
ing own business 4 years must live 
in Phoenix acct. wife’s health. In- 
terested in =, caliber connection. 
What have you to offer 

Box 8334, ADVERTISING AGE, 

100 E. Ohio St., Chicago 11, Ill. 


EXPORT ADVERTISING AND EX- 
PORT SALES MANAGER, 15 years’ 
successful experience, unusual back- 
ground and thorough knowledge 
agency procedure, foreign markets 
and advertising media, linguist, 
seeks position as Export Sales 
and/or Export Advertising Manager, 
Account Executive <. Export Pub- 
lication paproceat at 

Box 8293, ADVERTISING AGE, 

100 E. Ohio St., Chicago 11, Ill. 


REPRESENTATIVES AVAILABLE 


9 Years Heavy Space Sales Experi- 
ence with one group of consumer 
and trade ‘eran Want to 
mane chang 

Box 8319 “ADVERTISING AGE, 
330 W. 42nd St., New York 18, N. Y. 


Washington Representative, wide 
exp. and ref. in trade assn., pub. 
rel, and business. Full or part 
ea 4853 Crescent St., Wash. 16, 


MISCELLANEOUS 
Chance-of-a-lifetime—“Natural” 
a soft-drink name and red-hot mer- 
chandising theme that will “take” 
like wildfire. Unlimited potential, 
name and market. Inquiries invited 
from bottlers or agencies handling 

soft-drink accounts. 

Box 8332, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Il. 
COPY COPY COPY 
This new vet-owned agency offers 
you quick, complete, economical 
service on all phases of creative 
work. Give us a free- lance chance 
today—and we'll be your agency to- 

morrow! Write. 
ARMS ADVERTISING 
1325 N. Dearborn, Chicago 10, Ill. 


>— EXECUTIVE 
ASSISTANT 


with broad experience in finance, general, 
cost accounting and production control 
wanted by magazine publisher and print- 
ing plant doing over $3,000,000 annual 
volume. Experience this field preferred 
but not essential. | will start an ag- 
gressive executive under 40 capable of 
handling detail and assuming responsibili- 
ties at $7500 with opportunity to go to 
$20,000 based on results. Replies confi- 
dential. Our organization knows of this ad. 
Box No. 6536, ADVERTISING AGE 
330 W. 42nd Street, New York 18, N. Y. 


tional program. 


valuable but not essential. 


direct. 


plan. 


Wanted 
MAGAZINE EDITOR 


Experienced editor needed for new consumer magazine which 
will play major part in large truck manufacturer’s promo- 


Chief requirements are (1) proved writing ability, (2) imag- 
ination in development of material with indirect sales appeal. 


Knowledge of truck markets and contacts in this field will be 


You will have assistance of high caliber art and production 
departments, truck engineering and research staff, and a well- 
equipped and well-manned photographic department. 

Excellent working conditions and association with congenial 
people interested in your success and the project you will 


Attractive starting salary with opportunity for advancement. 
Company you will work for has employee pension trust plan, 
group life insurance, and group accident and hospitalization 


Give complete details of your experience in letter, including 
age, education, past business history, and recent photograph. 


Box 6532, Advertising Age 
100 E. Ohio St., Chicago 11, Ill. 


profitable business practice — has, 


today. 


100 EAST OHIO STREET 


reorganized failing companies in a buyer’s market quite different from 


Though ambitious, this man is not greedy, and no “know-it-all”. He 
is willing to continue learning as a top executive’s assistant where the 
future is particularly bright. A large integrated publishing and printing 
venture, certainly not excluding a newspaper, is preferred. 


PUBLISHERS and PRINTERS! 


A young executive, 36, on his way up in the publishing and printing 
field, wants greater opportunity and responsibility. Now general man- 
ager of a midwest printing corporation, he is thoroughly founded in 


as a matter of fact, successfully 


The record is open for your inspection. Put your questions frankly, 
please — you will be answered in the same way. 


BOX 6530 @ ADVERTISING AGE 
CHICAGO, ILLINOIS 
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Retail Grocers’ 
Stocks Surveyed 
in New England 


Boston—The first part of an 
eight-part survey of “Retail Dis- 
tribution of Grocery Store Prod- 
ucts” in New England has been 
released by the New England 
Newspapers Advertising Bureau. 
This eighth annual survey by the 
bureau covers personal interviews 
made with 1,031 grocers in chain 
and independent stores in Boston 
and 36 other cities in the terri- 
tory. 

How various brands of coffee, 
instant coffee, tea, food beverages, 
cocoa and evaporated milk rank, 
according to the percentage of 
stores stocking the products in 
each city, is covered in the first 
part of the survey. No state or 
regional totals are shown for any 
brand. Purpose of the survey, 
G. G. Glavin, bureau director, as- 
serts, is to give manufacturers ana 
agencies better data for measuring 
sales, advertising and distribution 
efforts in the area, 


Wholesale Data Misleading 


It is pointed out that usual 
methods in other territories of re- 
lying on volume moving through 
wholesalers is misleading in New 
England, because the high density 
of population results in great over- 
lapping of wholesale territories. 

Study of the section just re- 
leased shows that Salada leads 
among teas in most cities in New 
England; Hershey and Baker’s 
cocoa are ahead of Nestle’s; Car- 
nation evaporated milk leads in 
most cities, althcugh Borden, 
Nestle and Pet milks are ahead in 
various markets; Chase & San- 
born and Maxwell House lead in 
coffee sales; Nescafe leads instant 
coffees, and more Ovaltine is 
stocked than other food beverages. 

Field work for the survey was 
conducted by bureau newspapers. 
Later sections will cover a wide 
variety of foods, soft drinks, con- 
diments and kitchen supplies. The 
initial report contains additional 
data on bureau newspapers, the 
size of the markets and the like. 


MatMatic Appoints Hill 
to Handle New Products 


MatMatic Home Appliance Cor- 
poration, Long Island City, has 
appointed Hill Advertising, New 
York, to handle the advertising 
and promotion of its new prod- 
ucts, MatMatic instant water 
heater and MatMatic dial-o-heat 
automatic hot plate. The fall and 
winter campaign for the new 
products and for MatMatic elec- 
tric iron, which is already handled 
by Hill Advertising, will include 
American Home, The American 
Weekly, Fawcett Women’s Group, 
The Saturday Evening Post, 
What’s New in Home Economics 
and others. 


Insurance Stores 


Prove Successful 


Boston—Liberty Mutual Insur- 
ance'Company, which a year and 
a half ago opened the first ground- 
floor retail insurance store in the 
United States, in Hempstead, L. I., 
(AA, Feb. 5, ’45 and Jan. 28, °46), 
now has a chain of five stores. 
These are in Mt. Vernon, N. Y.; 
New Haven, Conn.; Oak Park and 
Evanston, Ill., and Hempstead. A 
sixth store will be opened in White 
Plains, N. Y., in the fall. 

Bennett Moore, vice-president 
and director of public relations, 
said that location of the stores on 
the ground floors instead of in up- 
per-floor offices resulted in greatly 
increased sales of insurance. What 
was originally an experiment is 
now considered by the company a 
proved success. 


P&G to Sponsor 
Thomas on CBS 


NEw YorK—Procter & Gamble, 
through Compton Advertising, will 
sponsor Lowell Thomas’ news 
commentary on CBS, beginning 
Aug. 19. The top NBC newscaster 
will continue his program for Sun 
Oil Company, through Roche, Wil- 
liams & Cleary, on 31 NBC sta- 
tions east of the Mississippi; his 
P&G-sponsored 15 minutes, for 
Ivory soap, will be carried on CBS 
outlets west of the Mississippi. 

The deal with CBS (AA, July 
22) will put Mr. Thomas on the 
air in the West for the first time. 
He is heard five times weekly at 
6:45 p.m., EDT, over NBC. His 
repeat broadcast for P&G will be 
heard over CBS at 11 p.m., EDT. 


‘Spats’ Johnson Forms 
Business Paper Company 


Franklin H. “Spats” Johnson, a 
former vice-president of McGraw- 
Hill Publishing Company and 
founder of 
Machine De- 
sign, has or- 
ganized John- 
son Business 
Papers, 138 E. 
47th St., New 
York. 

First publi- 
cation on the 
new com- 
pany’s agenda 
is Product De- 
sign & De- 
velopment, a 
monthly 
scheduled to 
beinthe 
mails Oct. 25, and dated Novem- 
ber. It will have a total distri- 
bution of 35,000 copies monthly. 
It will cover, editorially and in ad- 
vertising, materials, fabricating 
techniques, accessories, component 
parts and selling values in the 
volume manufacturing market, 
with both editorial and advertis- 
ing content boiled down for quick 
reading. 


F. H. Johnson 


Houghton 


iia Iron Mountain 
Escanaba 


Over 

51,000 net 

paid circu- 
lation daily— 
no duplication— 
at only 3lc per 
line. 


Member American Association 


THIS RICH MARKET 


Remote from any large city—beyond the 
influence of metropolitan papers— 


Sault Ste. Marie 
Marquette 


MICHIGAN'S UPPER PENINSULA 


ESCANABA PRESS 

HOUGHTON MINING-GAZETTE 
IRON MOUNTAIN NEWS 
MARQUETTE MINING JOURNAL 
SAULT STE. MARIE NEWS 


EFFECTIVE COOPERATION 
WRI 


35 E. cuibago Drive SCHEERER & Co. 441 py] aoe 


can be effectively covered only 
——- the strong combination 
of the 


GIVEN ADVERTISERS 
TE: 


of Newspaper Representatives 


Keystone Broadcasting 
Adds 13 Affiliates 


Keystone Broadcasting Sys- 
tem’s string of affiliates grew to 
216 with the recent addition of 13 
stations: WCTA, Andalusia, Ala.; 
KAMD, Camden, Ark.; KCRT, 
Trinidad, Colo.; WMGR, Bain- 
bridge, Ga.; WBFH, Cartersville, 
Ga.; WMVG, Milledgeville, Ga.; 
KBMY, Billlings, Mont.; WNCA, 
Asheville, N. C.; WBUY, Lexing- 
ton, N. C.; WTSB, Lumberton, N. 
C.; WNVA, Norton, Va.; WMON, 
Montgomery, W. Va., and WDLB, 
Marshfield, Wis. 

Michael M. Sillerman, KBS 
president, pointed out that 210 of 
the 216 affiliates are in single- 
station markets. 


WENE Promotes Bath 


Richard G. Bath has been pro- 
moted from sales manager to vice- 
president and general manager of 
WKNE, Keene, N. H., 5000-watt 
CBS affiliate. He succeeds David 
Carpenter, who resigned to be- 
come general manager of WINR, 
-*. NBC outlet in Binghamton, 


Standard of Cal. 
Launches National 
RPM Oil Drive 


San FRancisco—Standard Oil 
Company of California and three 
affiliated companies have launched 
a national campaign, consisting of 
nine color pages in The Saturday 
Evening Post, for RPM heavy duty 
motor oil and RPM Delo, diesel 
engine lubricating oil, through 
Batten, Barton, Durstine & Os- 
born. , 

The campaign, said A. W. Neally 
of BBDO, “supports thin distri- 
bution” of these products east of 
the Rockies; “will acquaint coast- 
bound eastern travelers with the 
West’s leading motor oil,” and 
“will provide trade distribution in 
the western marketing area with 
the values of national advertis- 

RPM is emphasized as “the pio- 
neer of premium quality com- 
pounded motor oils.” 

Plans for 1947 are still unde- 


55 


termined. 

In addition to Standard of Cali- 
fornia, the insertions are signed 
by the California Company, Den- 
ver; Standard Oil Company of 
Texas, El Paso, and California Oil 
Company, New York. 


ABC Names 3 Station 
Relations Chiefs 


Streamlining its station relations 
department “in line with expanded 
operations,” ABC has named Ern- 
est Lee Jahncke eastern manager 
of the department, and Francis 
H. Conrad western manager. Ef- 
fective Oct. 1, Robert D. Jones Jr. 
will become manager of this de- 
partment in the central division, 
replacing James H. Connolly, who 
will return to New York to han- 
dle special assignments for the 
station relations department. - 


WEDO Names McGillvra 


WEDO, new Pittsburgh-Mc- 
Keesport, Pa., station which went 
on the air July 14 with 1000 watts 
power at 810 kc, has named Jos- 
eph Hershey McGillvra, Inc., as 
exclusive national representative. 


Since the Turn of the 
Century 


Partridge and Anderson’s prestige evidences the 
value of constant research, experimentation, study 
and application in specializing for service to adver- 
tising agencies and national advertisers. 


We are not the largest company in the business. 
But we do admit the most efficient plant layout, 
the most modern design in equipment, the most 
recent advances in technique, and a cleaner, better 
place in which to work. We believe this is reflected 
in all our production. 


Only a product which is faithful, precise, and 
near perfection can do justice to fine workmanship. 
Knowing and believing this, our men place no limit 


to their own endeavor. 


Partridge & Anderson Company 


Chicago 5, Illinois 


Electrotypers + Nickeltypers « Matrice Makers + Stereotypers 
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Chamber Appoints 
Trester to Head 
Advertising Group 


WasHINGTON—The U. S. Cham- 
ber of Commerce has appointed 
Leonard W. Trester, director of 
public policy of the General Out- 
door Advertising Company, as 
chairman of a special task force 
to develop a complete plan of 
procedure in encouraging national 
advertisers to earmark part of 
their advertising budgets for copy 
designed to help America “under- 
stand and appreciate the Ameri- 
can way of life’ (AA, July 8). 

The plan is expected to be ready 
for submission to the chamber’s 
board of directors at its Septem- 
ber meeting. 

Members of the task force in- 
clude Joe M. Dawson, chairman 
of the executive committee, Geyer, 
Cornell & Newell, New York; Paul 
S. Ellison, director of public re- 
lations, Sylvania Electric Prod- 
ucts, New York; Edwin S. 


Friendly, general manager, New 
York Sun; Walter D. Fuller, presi- 
dent, Curtis Publishing Company, 
Philadelphia; Frederic R. Gamble, 
president, American Association of 
Advertising Agencies; J. Harold 
Ryan, vice-president and treas- 
urer, Fort Industry Company, To- 
ledo, and Myles Standish, presi- 
dent, Standish-Barnes Company, 
Providence. 


Appoints Barfuss 

LeRoy Barfuss, faculty member 
of the American Academy of Art 
and art consultant for I. S. Berlin 
Printing & Lithographing Com- 
pany, both in Chicago, has been 
appointed art director of Amer- 
ican Foundryman, published by 
the American Foundrymen’s As- 
sociation, Chicago. 


Vulcan Starts Campaign 

Vulcan Iron Works, Wilkes- 
Barre, Pa., manufacturer of indus- 
trial equipment, is launching its 
first national advertising cam- 
paign in general magazines and 
business papers. Kelly, Nason, 
New York, is the agency. 


**When we invited Philbert to this 
“come-as-you-are’ 


wrapped up in the Buffalo Evening News.”* 


) 
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party he was all 


KMBC to Publish 
History of Radio 
for Broadcasters 


Kansas City, Mo.—A 300-page 
history of the “First Quarter Cen- 


tury of American Broadcasting’ | . 
will be published this fall by Sta-| @ 


tion KMBC here. Containing more 


than 1,000 “firsts” in broadcasting, | © 


the book is intended primarily for 
broadcasters’ use as a public re- 
lations and sales tool. 

KMBC’s own advertising last 
year, devoted to specific radio sta- 
tion and network accomplishments 
in the first 25 years of the indus- 
try’s history, led to the writing 
of the book. More than 300 sta- 
tions, networks and individuals 
last year sent material for possible 
use in KMBC’s salute-to-the-in- 
dustry campaign. Material received 
has been arranged in book form 
by E. P. J. Shurick, promotion 
and press relations director of 
the station, who originated the 
campaign in 1945. 

The volume is planned as a 
permanent record of broadcasting 
for stations generally and not as 
a promotion of KMBC. Copies 
may be obtained by broadcasters 
for $2 a copy; in orders of 50 
or more, tipped-in frontispieces 
will include station call letters. 


Better Business 
Bureau Queries 
Double in Year 


New YorK—From an annual 
load of 27,000 queries and com- 
plaints—almost double the previ- 
ous annual rate of 14,000—the 
New York Better Business Bu- 
reau in its annual report empha- 
sizes several of the most preva- 
lent frauds the bureau has han- 
dled during the past year. 

Heading the list was the use of 
iobs as bait to lure investment 
funds from veterans, frequently 
with advertising as the point of 
-ontact between swindler and vic- 
tim. One group of promoters of 
a course for writers and public 
peakers advertised for sales man- 
agers, then demanded a_ $1,000 
nvestment from applicants. 

The “cooperative apartments” 
schemes, whereby tenants were 
compelled to buy a share in apart- 
nent houses on threat of evic- 
tion, were subjects of bureau ac- 
‘ion. Also on the increase were 
he number of unscrupulous prac- 
ices of companies engaged in 
ending gift packages overseas, 
with inferior quality and short- 
veight substitutions mentioned as 
specific tactics used. 

Wildcat Canadian mining stock 
oromotions, numerous schemes to 
nilk veterans, and the sale of 
vending machines and franchises 
were other examples ‘from the 
seamy side of business in the bu- 
reau’s report. 

Also considered were “maga- 
zine and book publishers using 
so-called contests both as circu- 
lation stimulators and as con- 
tests.” 


Appoints Eibell 

Fred C. Eibell, formerly a vice- 
president, sales and advertising 
director of the General Finance 
Corporation, Chicago, has been 
named sales and advertising di- 
rector of General Phoenix Cor- 
poration, with headquarters at the 
newly established offices at 59 
John St., New York. 


Two Join Jim Baker 


William F. Purdy, who, prior 
to service in the Army, was with 
Klau, Van Pietersom, Dunlap As- 
sociates, Milwaukee, and M. J. 
Margoles, who formerly handled 
advertising copy and newspaper 
and classified promotion for the 
Milwaukee Sentinel, have joined 
the staff of Jim Baker & Asso- 


ciates, Milwaukee agency, 


Jewell Named Ad Head 
of ‘Times-Herald’ 


Edmund F. Jewell, recently re- 
leased after five years’ service in 
the Navy, has been appointed ad- 

verusing airec- 

eee tor of the Wash. 

ington Times- 

Herald. Before 

joinine the 

Navy, he was 

, S: publisher of the 

eg Union - Leader, 

j Manchester, N. 

= H., for five 
“ years. 

From 1927 to 

1933, Mr. Jewell 

E. F. Jewell Was advertising 

director and 

business manager of the Times- 

Herald’s_ predecessors, the old 

Times and Herald, which were 

merged to form the present paper. 


Owens-Illinois Acquires 
Kimble Glass Company 


Kimble Glass Company, Vine- 
land, N. J., which specializes in 
glass tubing and products fabri- 
cated from tubing, has been ac- 
quired by the Owens-Illinois Glass 
Company, Toledo, and will be 
operated as a wholly owned sub- 
sidiary of Owens-Illinois. Col. 
Evan E. Kimble, founder and for 
many years head of Kimble Glass, 
has been elected a member of the 
Owens-Illinois board, succeeding 
C. B. Belknap, who will spend his 
time coordinating the research 
projects of Owens-Illinois, its di- 
visions and subsidiaries. 


Fairchild Shifts Gray 


J. Harvey Gray, manager of 
transport sales in the export de- 
partment of Fairchild Engine & 
Airplane Corporation, has been 
appointed sales and service man- 
ager of the personal planes divi- 
sion, Dallas. 
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Diamond Offers 
Dunkable Match 


Cuicaco—For those who are 
troubled with matches that be- 
come soggy for one reason or an- 
other, Diamond Match Company, 
Chicago, is popping up with a 
happy panacea. Diamond is cur- 
rently launching to the retail trade 
a water-resistant match that can be 
dunked for as long as four hours 
and can still be lighted. 

Developed for military use dur- 
ing the war, the match will be 
sold in packages of eight pocket- 
size boxes. Making water-resistant 
matches doesn’t come cheap, Dia- 
mond claims, and the new matches 
will be sold, probably, at more 
than double the conventional 
penny box price. 

Consumer copy plans are nebu- 
lous but Diamond expects to have 
schedules in outdoor magazines 
and vacationist publications about 
Jan. 1, 1947. Match production is 
currently slow and copy now is 
being confined to two drug, four 
tobacco and 23 grocery and allied 
trade publications. 

Batten, Barton, Durstine & Os- 
born, Chicago, is the agency. 


Fox Moves to Coast 


John W. Fox has been trans- 
ferred from Chicago to the San 
Francisco office of Western Asso- 
ciated Farm Papers. Glenn R. 
— has joined the Chicago 
staff. 


Advances Cheadle 


Russell W. Cheadle, copywriter 
in Beaumont & Hohman’s Cleve- 
land office, has been appointed 
manager of the agency’s Charles- 
ton, W. Va., office, succeeding 
Harry Lance, who has resigned. 


OWNERS of RADIO STATION WTAG 


Is On The Move. Leadership In 
Department Store Sales Prove It. 


HELP YOURSELF TO A BONUS IN WORCESTER 


Compared with the 1945 index of 100, depart- 
ment store sales in Worcester rose sharply to 156 in 
April, 1946, a peak figure among the metropolitan 
centers of New England. In Boston the April index was 
146, in Springfield, 148, and in Providence, R. |., 150, 
according to the Federal Reserve Bank of Boston. In 
the Worcester retail trading area, a plus market of 
440,000 prosperous buyers, you get a bonus, and 
your sales costs are lower. Nearly every family reads 
the Worcester Telégram-Gazette with a circulation in 
excess of 135,000 daily, and 95,000 Sunday. 


The TELEGRAM -GAZETTE 


WORCESTER, MASSACHUSETTS _—- 
GEORGE F BooTH Pustishes- ae 


ASSOCIATES, NATIONAL REPRESENTATIV 
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a Western New Yorkers say it suits them fine. THEY H 
want o complete newspoPe’ and experts say cites, | 
they've 9° it. Those who like news get plenty | 
ht eh a large and talented * eportorial | 
staft, 6 news and 3 picture services and special | 
news pureaVs in Washingto™ Albany and New 
York. People who enloy features get the best, 
including the cream of the comics and colum: 
nists. THE News also boasts popular editorial | 
: page and @ large and diversified classified | 
section. aavertisers know this. They place more : 7 
\inage in the News than in any other daily * | | 
the state- They agree that the Buffalo Evening | 
News '5 the big paper in big market! | | 
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Fly Heads Civil 
Liberties Group 
on Communications 


(Continued from Page 1) 
court test of state and local mo- 
tion picture censorship, work 
toward agreements affecting free- 
dom of international travel of all 
reporters, writers, photographers 
and radio newsmen, agreements 
for abolition of international cen- 
sorship, world-wide distribution 
of books and periodicals free from 
tariff obstacles and censorship, 
and international reciprocal mo- 
tion picture conventions and 
broadcasting arrangements. The 
committee will also look into tele- 
phone wire charges for radio pro- 
grams. | 

Although the actual operation 
of the program will be under the 
director to be selected, the or- 
ganization expects to rely on the 
volunteer services of lawyers, col- 
lege groups and others, as well as 
the cooperation of government 
agencies, to accomplish much of 
its work. 


Ford Signs Dinah Shore: 


Sponsors Sports Video 


Dinah Shore has been signed 
by the Ford Motor Company to 
replace Bob Crosby on the Ford 
Wednesday night show over CBS, 
starting Sept. 18. The show to 
be built around the songstress re- 
portedly has been given a heavy 
budget, with liberal allowance for 
big-name guest stars. Meanwhile, 
status of Ford’s Sunday symphony 
on ABC is in doubt. A proposed 
shift to NBC fell through. 

Ford also has signed a contract 
with CBS and the Madison Square 
Garden Corporation, New York, to 
sponsor telecasts of all major 
sports events in the Garden, with 
exception of promoter Mike Ja- 
cobs’ prizefights, this fall and win- 
ter. J. Walter Thompson is the 


agency. 


Joins Owen, Chappell 

R. A. Hunter, formerly with 
Grant. Advertising, New York, has 
joined Owen & Chappell, New 
York, as account executive, to 
handle Hunter and Wilson whis- 
kies, products of Frankfort Dis- 
tillers Corporation, Louisville. 


Plans 8 Issues in 1947 


Boating Industry, published by 
the Boating Industry, St. Joseph, 
Mich., will be published eight 
times during 1947 instead of the 
usual six times a year. Publica- 
tion dates will be the 15th of 
January, March, April, May, June, 
August, October and November. 


WBBM Appoints Savage 


Robert J. Savage, promotion di- 
rector of Crosley Station WLW, 
Cincinnati, for the past two years, 
has been named promotion direc- 
tor of Station WBBM, CBS owned 
and operated outlet in Chicago. 


Plans Spanish Magazine 

Oscar A. Bravo, an executive 
of Proventas, S. A., Buenos Aires 
agency, is publisher and editor of 
Promocion, a monthly Spanish ad- 
vertising and sales magazine to 
be published soon at Sainz Pena 
846, Buenos Aires. 
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CONFISEUR 


ENCH RESTAURANT 


LUNCHEON DINNER 
COCKTAIL BAR 


415 East 52nd St. 


AIR CONDITIONED 


Hogper Adds Six 

C. XE. Hooper, Inc., which re- 
cently signed up 13 advertisers 
and 16 agencies formerly sub- 
scribing exclusively to Coopera- 
tive Analysis of Broadcasting’s ra- 
dio audience measurements (AA, 
July 22), last week added six 
more from the CAB list. Those 
annexed: Pedlar & Ryan; Geyer, 
Cornell & Newell, and Hazard Ad- 
vertising Corporation; J. B. Wil- 
liams Company, Emerson Dru 
Company and National Distillers 
Products, advertisers. 


Finch Names Distributor 

Finch Telecommunications, Pas- 
saic, N. J., manufacturer of fac- 
simile equipment, has appointed 
the Graybar Electric Company a 
distributor for all its facsimile 
products. 


Bijur Joins Parents’ 

Herbert Bijur, executive vice- 
president of Jane Engel Dress Shop 
for the past seven years, has 
joined Parents’ Institute, New 
York, as assistant to the president 
in charge of promotion and mer- 
chandising. 


M. LEWIS GOODKIND 


Cuicaco — M. Lewis Goodkind, 
41, vice-president and treasurer of 
Goodkind, Joice & Morgan adver- 
tising agency, died suddenly at 
his home near here July 21 when 
he was stricken with heart disease. 
At one time associated with Lord 
& Thomas, he founded his own 
agency in 1938. He was a mem- 
ber of the board of governors of 


&| the Chicago Federated Advertising 


Club and secretary-treasurer of 
the Central Council of the Four 
A’s. 

He was active in the Boy Scouts 
of America and a director of Chi- 
cago’s Off the Street Club. He had 
attended ‘Williams College and was 
a member of Phi Beta Kappa, 
Delta Phi and also was a member 
of a Masonic order. 

Private services were held July 
23 at his home. 


LEROY T. GOBLE 

CuiIcaco — Services were held 
July 22 for Leroy T. Goble, 62, ac- 
count executive for Earl Ludgin & 
Co., Chicago agency. Mr. Goble, 


who died at his home July 19, was 
also secretary of the Middlewest 
Soil Improvement Committee. He 
was considered an authority on 
contemporary literature and in- 
cluded photography and painting 
among his hobbies. He had been 
associated with Earl Ludgin & Co. 
for the past 13 years. 


JOSEPH A. BURRELL 

NEwaRK— Joseph A. Burrell, 
56, director and secretary of the 
United Advertising Corporation, 
with which he was associated for 
29 years, died suddenly at his 
home July 19. He was also direc- 
tor and secretary of the Lehigh 
Advertising Company, Allentown, 
Pa., an affiliate of United. 


Two Elected V.P. 


Charles Collins, general sales 
manager and advertising director, 
and T. A. Button, plant manager, 
have been elected vice-president 
in charge of sales and advertising, 
and vice-president in charge of 
production, respectively, of Gero- 
tor May Corporation, Baltimore. 


57 


Agency Elects Officers 

Edward Davis has been elected 
president of Tarler & Skinner Ad- 
vertising Agency, Boston. Other 
officers elected are Samuel Ross, 
recently released from the armed 
forces and previously with Albert 
Frank-Guenther Law, vice-presi- 
dent, and Walter Skinner, former- 
ly art director and advertising 
production manager of I. J. Fox, 
Boston, treasurer. 


Newsletter Carries Ads 


Effective with the August issue, 
“Telephone Engineer News Let- 
ter,” Chicago, will carry advertis- 
ing, with a basic column rate of 
$200. The twice monthly newslet- 
ter is sent to the management of 
every telephone company in the 
United States, to state telephone 
commissions and to manufacturers 
serving the telephone industry. 


Now Clissold Company 


Bakers’ Helper Company, Chi- 
cago, publisher of Bakers’ Helper, 
has changed its name to Clissold 
Publishing Company. There is no 
change in the company’s address 
or personnel, 


These dealers... 


Rate CAPPER’S FARMER Readers High 


Here are the reports of prominent dealers of 
Plattsburg, Clinton County, Missouri, who 
inspected the Capper’s Farmer subscription 
list in a recent survey of rural dealers all 


over Mid-America. 


“The Capper’s Farmer subscription list is composed 
of our most prosperous and substantial farm families.”’ 


H. D. Lawler—Druggist 


as | regard these farm families as my best customers.” 
a, usser—Grocer 


“‘Capper’s Farmer reaches the upper-bracket farm 
Mess ev W.R. Clark— uilding Materials 


“These farm folk rate high as farmers and customers.” 
George ry—Farm Implements 


“I welcome the opportunity of doing business with 
all these Capper’s Farmer readers.” 


D. D. Lyon—Home Furnishings 


““Capper’s Farmer readers are high-class farm 
families.” O. Tinnen— Automobiles 


“These are high type farm families, reliable and finan- 
cially responsible.” E. S. Gibson— General Goods 


ae ’s Farmer readers are the big income farm 
families of ourarea.”’ Carl Halferty—Farm Supplies 


And such an important ally — for advertisers as well as the 
prosperous farm families who rely on it daily. For Capper’ s 
Farmer plays an indispensable role in the living and 


buying habits of 1,275,000 dominant farm families through- 


out Mid-America. Because it offers these leading farm 


families the practical, profitable sort of help they want— it’s 


the farm magazine with real influence on their buying habits. 


Yes, when you advertise in Capper’s Farmer, you can 


count on sales results from Mid-America’s dominant farm 


families — families that dealers consider best customers. 


The Farm Magazine That Dominant Farm Families Heed 
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Appoints Todd 


Emerson H. Todd has been ap- 
pointed sales manager of Amer- 
ican Cable and Hazard Wire Rope 
divisions of American Chain & 
Cable Company, Bridgeport, suc- 
ceeding Frank W. Blemis, who has 
resigned. Mr. Todd will make his 
headquarters in Wilkes-Barre, Pa. 


To Chambers & Wiswell 

United Equipment Company, 
Boston, maker of industrial equip- 
ment, has named Chambers & Wis- 
well, Boston, to handle its adver- 
tising. 


SIGHS OF LONG LIFE 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 


</ Artkraft® Manufacturing Corporation 
900 Kibby St., Lima, Ohio, U.S.A. 


*Tredemorts U.S. Pa OF. 


v . LJ 
Tribune’ Fills Gaps 
Franklin D. Schurz, vice-presi- 
dent in charge of the radio divi- 
sion of the South Bend Tribune, 
has been elected secretary-treas- 
urer and business manager, suc- 
ceeding the late Charles E. Crock- 
ett. Mrs. F. A. Miller has been 
elected a director to succeed Mr. 
Crockett. Robert H. Swintz, com- 
mercial manager of Station WSBT, 
the Tribune’s broadcasting station, 
has been named to replace Mr. 
Schurz as radio manager. 


Two Join George Close 


William C. Downard, recently 
released from the Navy and be- 
fore that with the Louisville 
Courier-Journal and Times, has 
joined the San Francisco office 
of George D. Close, Inc., news- 
paper _ representative. James 
Thacker, in the advertising de- 
partment of the San Fernando 
Valley Times, has joined the Los 
Angeles office. 


* one contract 
* one copy job and 


* One set of original 
plates (per insertion) 


* one monthly statement 


interest via its 
status. 


extend your coverage as the sales 


Readership data and details on th 


35 member 
Journals 
listed 
below. 


LABAMA, Jeurnal of 
A\led A af 


. Asan. 
ARIZONA Medicine 
ARKANSAS Med. Society, 


Journal of 
CALIFORNIA and Western 
CONNECTICUT State Med. 

Journal 
DELAWARE Med. Journal 
DISTRICT OF COLUM- 

BIA Med. Annals eof 
FLORIDA Med. Assn., 

Journal of 
GEORGIA, Journal ef Med. 

Assn. 


of 
HAWAII Med. Journal 


INDIANA State Med. NORTH 
Asen., Journal ef Journal 
oe em 


NEW JERSEY, 
Med 


Whether You Use All 35 Official State Journals — or 
Just One — Your Advertising Calls for Only: 


Bureau is published by its own State Medical Association 
every member physician in the 42 states represented . . f 
local news content, exerts influence through its official 


roya State Med. Soc., Journal 

KANSAS Med. Soe., Journal of 

KENTUCKY Med. Journal 

—- Med. Assn., Journal of 
e 

MICHIGAN State Med. Soc., 
Journal o 

MINNESOTA M 

MISSOURI Stat 
Journal of 

NEBRASKA State Med. Jour- 
na 

NEW ENGLAND Journal of 
ed. (Mass., New Hamp. 


. Soc. of 
NEW ORLEANS Med. and 
Surgical Journal 
R CAROLINA Med, 


THE MASTER KEY that unlocks 


this multiple medical market is the 
Cooperative Medical Advertising Bu- 
reau—functioning under the sponsor- 
ship of the American Medical Asso- 


ciation. 


Every Journal belonging to the 


... reaches 
. stimulates 


Finally, the Bureau expedites your entire state medical advertising 
program by reserving space, ordering and delivering your plates to 
publishers and billing all costs. Through the Bureau, you may readily 


and distribution picture shifts. One 


transaction, one continuing contact, a nation-wide market. 


e State Journal Group are ready for 


closer examination upon your request. 


COOPERATIVE MEDICAL 
ADVERTISING 


535 N. Dearborn Street 


BUREAU 
@ Chicago 10, Illinois 


NORTHWEST MEDICINE 

Or . Washington, Idaho 
Alaska) 

OHIO State Med. Journal 

OK aUNMA State Med. Assn., 
Journal of 

PERMOTEVAMIA Med. Jour- 

RHuDE ISLAND Med. Journal 

ROCKY MOUNTAIN Med. 
Journal (Colo., Utah, Wyo., 
New Mex.) 

SOUTH CAROLINA Med. 
Assn., Journal 

TENNESSEE State Med. 
Assn., Journal of 

TEXAS State Journal of Med. 

VIRGINIA Med. Monthly 

weer VIRGINIA Med. Jour- 


na 
WISCONSIN Med. Journal 


edicine 
@ Med. Assn., 


Journal of 
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UP-TO-DATE MERCHANDISING—These interior shots of the newly-opened Rexall Owl drug-superstore at Hollywood and 
Vine, Hollywood, show how the company has applied years of research and development in store design and fixtures. 


Super-Drugstore 
Tests New Design, 
Sales and Service 


HoLLywoop—One of the world’s 
most famous corners, Hollywood 
and Vine, has had its face lifted 
and the resultant super-drugstore, 
erected by the Owl Drug Com- 
pany, will serve as a model for 
Rexall drug store “upgrading” 
throughout the country. 

The new merchandising center 
brings to life United-Rexall Drug 
Company’s 107-page brochure on 
modern drug store design and 
merchandising, “Opportunity Un- 
limited.” It demonstrates graph- 
ically how the results of years of 
research and development in store 
design and fixtures can be applied 
to existing stores. 

Nothing remains of the former 
Owl drug store, long a landmark 
on the film capital’s famed inter- 
section, except the name and loca- 
tion. In its place is a com- 
pletely departmentalized, scien- 
tifically planned superstore which 
provides a working model for the 
10,000 Rexall druggists and sets 
a new high standard of service 
for consumers, 


Shopping Space Trebled 


The new store has nearly three 
times the shopping space of its 
predecessor. In keeping with the 
plan to achieve maximum stand- 
ardization in Rexall store fronts, 
the Hollywood-Vine Owl store 
carries out the theme of blue and 


Wighway ze 


7 a r ao pte 
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orange. Interior colors are light 
pastels, and a specially designed 
lighting system provides illumina- 
tion equivalent to that of a sewing 
light at every point in the store. 

The entrance is cut diagonally 
across the corner, with doors of 
unbreakable glass. Another glass- 
door entrance leads into the foyer 
of the Taft building, office home 
of many physicians, ad agencies, 
producers, radio stars and other 
Hollywood professionals. 

Ten support columns’ which 
could not be removed because the 


Taft building’s pipes and electric | 


wiring are carried in them, pro- 
vided a problem for the designers. 
They solved it by mirroring the 
four-sided columns, which has the 
effect of magnifying the size of 
the store. Merchandise islands 
surround the columns and offer 
goods closely akin to those dis- 
played on nearby counters. 


Serves Nearby Doctors 


A prescription counter is main- 
tained at the back of the store, 
while the large prescription room 
itself is on the mezzanine. Orders 
taken on the main floor by a reg- 
istered pharmacist are sent to the 
mezzanine in a dumb waiter, 
and direct phone lines run from 
the department to the offices of 
all doctors in the Taft building, 
assuring immediate delivery of 
necessary drugs and medicines. 

Innovations are included in 
nearly every department. The 
candy department, for instance, 
boasts of a “cool room” with a 
constant 70-degree temperature. 
Newest of the soda fountain fix- 
tures is a conveyor belt for dirty 
dishes, running the entire length 
of the back bar, which returns the 
dishes to the kitchen, hidden from 
the customer’s view. 

Departments are connected with 
the stock room by an inter-de- 


partment communication system 
and dumb waiter; the clerk orders 
additional merchandise while using 
headphones and a hand micro- 
phone in making his daily inven- 
tory check. 

Outstanding feature of the new 
store is the open merchandise dis- 
plays placed on an eye level or 
lower, in contrast to the common 
practice of piling goods as high 
as possible, The store is air con- 
ditioned, and has a full-scale pub- 
lic address system. 


Sees Greater Sales 


Justin W. Dart, president of 
United-Rexall, told ADVERTISING 
AGE that the new super-drugstore 
will be watched with interest by 
the thousands of independent 
Rexall druggists throughout the 
country because it is designed to 
obtain maximum volume and pro- 
vide maximum service as well. He 
expects it to provide a continuing 
opportunity to study the efficiency 
of new fixtures and departmental 
methods. 

Long an advocate of applying 
the superstore principle to drug 
retailing, Mr. Dart said that one 
of the reasons for moving the com- 
pany’s executive offices to Los 
Angeles was that southern Cali- 
fornia is the home of many pro- 
gressive merchandising ideas, in- 
cluding the original supermarkets. 
Modernization of the Hollywood 
and Vine super-drugstore, he said, 
should bring a 30 to 40% increase 
in sales. 


C. of C. Begins Newscast 

The San Francisco Chamber of 
Commerce began a weekly busi- 
ness newscast, titled “Bay Region 
Business,” July 26 at 9:15 p.m. 
over Station KQW, San Jose, Cal. 
The show is written and voiced by 
Leonard Gross, manager of the 
Chamber of Commerce’s_ radio 


service bureau. 
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ase Setter FARMING 
METHODS 


WATT Publishing Co., MOUNT MORRIS, ILL. . . . 


Reach the men whose 
“NOD” may outsell 
your best salesmen 


For 18 years Better Farm- 
ing Methods has been 
their business magazine. 
Need we say more? 


14,000 CCA Circulation 
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Advertising Age, July 29, 1946 


Rising Costs Put 
Squeeze on Agency 
Operating Profits 


(Continued from Page 1) 
“Agencies simply must keep their 
costs on accounts below their com- 
missions, or they are faced with 
either no profits or actual losses. 
The way their costs have been ris- 
ing, this will be impossible unless 
‘extra’ costs are curtailed sharply, 
or extra fees are obtained for extra 
work. The day of wasteful prac- 
tices in agency operation is over. 
Not only have salaries and all 
other costs risen sharply, but the 
business itself has become im- 
mensely more complicated and 
therefore more costly. Consider, 
for example, how much govern- 
ment regulation itself adds to the 
cost of doing business, without 
even considering the broader scope 
of present-day agency service.” 

Mr. Rubel’s organization now 
counsels on the accounting prac- 
tices of 20 agencies, including five 
with volume exceeding $20,000,000 
annually; and is reputedly the only 
organization specializing in this 
type of work. His Chicago office 
handles other types of work, but 
the new New York office will 
deal only with advertising agency 
activities. 

At one time comptroller of Potts- 
Turnbull Company, Chicago and 
Kansas City agency, Mr. Rubel 
opened his own accounting organ- 
ization in 1930 and almost im- 
mediately “began specializing in 
agency problems. He has written 
a number of articles on advertis- 
ing agency accounting which have 
appeared in ADVERTISING AGE. 


Increases Ad Rates 

Effective after October, 1946, 
for new advertisers, Progressive 
Architecture, New York, will in- 
crease its basic page rate from 
$270 to $400, with a net paid cir- 
culation of 26,000. The new rates 
do not affect present advertisers 
until the April, 1947, issue. 


Joins Palm & Patterson 


Robert L. Lechner, formerly co- 
account executive of D’Arcy Ad- 
vertising Company, Cleveland, has 
joined Palm & Pa‘terson, Cleve- 
land, to handle two new accounts 
which will be announced later. 
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All Media Boost 
Ad Volume During 
First Six Months 


(Continued from Page 1) 
52 cities, total newspaper advertis- 
ing linage in the first six months 
running 24.6% ahead of last year. 
For the month of June a gain of 
28.1% over last year was recorded. 

The largest increase in the six- 
month newspaper figures was in 
the automotive classification, which 
is up 36.4%. Financial advertising 
increased 34.8%, retail 25.9%, clas- 
sified 29.3%, display 23.1% and 
general 11.9%. 

In the radio field, Mutual Broad- 
casting System’s gross billings to- 
taled $13,556,944 for the first six 
months of 1946, according to Jess 
Barnes, vice-president in charge of 
sales. This was a 47.2% gain over 
the same period of 1945, when the 
billings totaled $9,209,353. 

ABC’s gross billings showed 
only a fractional gain. The 1946 
six-month total was $20,923,761, 
up 0.58% over the same period 
last year when the total was 
$20,803,000. 

NBC’s billings were reported up 
between 4% and 5%. 

CBS released no information on 
billings. 


Metro Issues Newspaper 
Linage Building Ideas 

Metro Associated Services, Inc., 
has made available on special or- 
der from its New York office at 
275 Seventh Ave. a new Photo- 
graphic Attention Compellers 
Service for release to newspapers 
as a new linage building tool. 

Seventeen pages carry proofs of 
illustrations, each backed by a 
page on which layouts carrying 
“stopper” type headlines portray 
linage building ideas. Alternate 
“stopper” headlines are suggested, 
and an assortment of special bor- 
ders, proofed and matted, are in- 
cluded. 


CBS Promotes Two 


Arch Morton, for the past two 
years sales manager of Station 
KNX, Los Angeles, and other CBS 
stations in southern California, 
has been appointed West Coast 
sales manager and will supervise 
all KNX and Columbia Pacific 
network sales. Wayne Steffner, 
manager of the CBS San Fran- 
cisco office, will take over the ad- 
ditional duties of Columbia Pacific 
network sales manager. 


WWL 


shouts its shows 
on Billboards 


NEW ORLEANS | 


A DtPARTMENT. OF LOYOLA eaennsity 


The Greatest Selling Power in the South's Greatest City 
50,000 WATTS—CLEAR CHANNEL—CBS AFFILIATE 


Represented Nationally by The Katz Agency, Inc. 


NWDA to Survey 


Trade Promotion 


NEw York—The National Whole- 
sale Druggists Association has be- 
gun a survey of its 217 members 
to ascertain 1947 trade promotion 
plans. 

The survey is under the direc- 
tion of Fred M. Truett, South- 
western Drug Corporation, Dallas, 
who is chairman of NWDA’s trade 
promotion committee. At the 
group’s fall meeting in Atlantic 
City an exhibit of business paper 
advertising, radio scripts, direct 
mail, training and merchandising 
manuals, brochures, house organs 
and other promotional material 
will be shown. 

Wholesalers will be asked to in- 
dicate in order of importance the 
principal media used for trade ad- 
vertising, whether or not window 
display service is offered to cus- 
tomers, and whether members 
sponsor special promotional 
events. NWDA estimates that its 
members annually distribute 100,- 


000 products valued at $750,000,- 
000. 


Warren Belting Sold 


Warren Belting Company, Wor- 
cester, Mass., maker of leather 
belting and leather specialties, has 
been sold and incorporated as 
Warren Belting Company, Inc., 
with George Abbott, former vice- 
president and general sales man- 
ager of Graton & Knight Com- 
pany, as president, treasurer and 
general manager. Mr. Abbott suc- 
ceeds Winfred A. Place, president, 
and William H. Warren, treasurer, 
who are now directors and serv- 
ing in advisory capacities. 


Ad Offers Guarantee 


A six column newspaper ad for 
Poli-Grip, a new cream manufac- 
tured by the Polident division of 
the Block Drug Company, Jersey 
City, is appearing in Toronto, of- 
fering “double your money back” 
if this cream does not hold dental 
plates tight all day. The copy 
appears over the signature of the 
distributor, Stafford-Miller (of 
Canada) Ltd. Cecil & Presbrey, 
New York, is the agency. 


Goldblatt Airs Show 


Goldblatt Brothers, Chicago de- 
partment store, has begun spon- 
sorship of “Teens and Tunes,” 
half-hour variety show for young 
people, over Station WGN, Satur- 
days at 1-1:30 pm., CDT. NKN 
Productions handles the show, 
from Goldblatt’s auditorium, for 
Salem N. Baskin Advertising 
Agency. 


Appoints Kiney 

Joseph A. Kiney, formerly with 
Peoples Water & Gas Company 
and with United Life Insurance 
Company, Miami, has been ap- 
pointed southeastern representa- 
tive of the National Retail Furni- 
ture Association, with headquar- 
ters in Atlanta. 


@ ISS E.44*"ST. 
N.Y.C. 17, 


able, sturdily built. 


One o; 
Solid- 
wherever space is at a premium. 


Model 451—a big upholstered chair that 
folds flat and stacks flat. Wide, comfort- 


the many models in the Rastetter 
umfort line of folding chairs. For 


REPRESENTATIVES: ALLEN-KLAPP CO. e 


.--Nationally Known... built in Fort Wayne 


Dating back to the horse-and-buggy days of 1881, Louis Rastetter & Sons Co. has continuously 
been one of Fort Wayne’s more important manufacturers. As woodworkers the company has 
progressively produced buggy bows, bicycle rims, automobile steering wheels — and for the 
past twenty years or so “fine folding furniture”. Under the trademark “SOLID KUMFORT” 
its folding chairs and tables have long been sold direct to the nation’s better furniture and 
department stores — everywhere. In addition to its long-established retail trade ... its steady 
volume of sales to institutions: hotels, colleges, clubs, hospitals...the company enjoys double 
assurance of uninterrupted production orders. The Rastetter Company is important from the 


standpoint of diversification of industry which makes Fort Wayne an outstanding stable market. 


The News-Sentinel is delivered by carrier every week day 


to 97.8% of all homes in Fort Wayne. 


pre ae 


Che News-Sentinel 


Font Weynes “Gout Pveung N p 
FORT WAYNE, INDIANA 


NEW YORK—CHICAGO— DETROIT 
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SIGN of the Soap-boiler. a 


“From Fisu Oy.es, the fat parts of the Hog, Ox Marrow, and the 
Sperm Whale,” Andrew Kennedy, tallow chandler and soap-boiler 

on Second Street near Chestnut in Philadelphia. ..in 1773 made and 
sold to “Fullers and Families . . . fe Soaps color’d with Caracuma 

and Gallnuts, which tooke the earthly frowziness from fabricks, 

cleans’d cloths, deterg’d dirt” and he shes “boiled waxes for bayberry candles, 


bougies, flambeaux, and sweet-smelling Tapers exempt of strong odors...” 


THE NEWSPAPER EDITOR like the soap-boiler makes the world 
his wash tub... crusades for cleanliness in government and politics... 
works up a lather for all public interests . . . scours the bright corners 
of the city or globe for bright bits ... emulsifies events, softens hard 


causes ...and in his columns provides light for mind as well as eye! 


In PHILADELPHIA, The Inquirer serves 575,000 of the market’s 
desirable domiciles and best buying families . . . gives merchants clean sales 


... brightens volume and quotas for bright local and national advertisers. 


The Philadelphia Anguirer 
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Advertising Age, July 29, 1946 


PHOTOGRAPHIC REVIEW 


HOW MARSHALL FIELD TURNS OUT ADS—One of the country's busiest ad departments is on the seventh floor of Mar- 
shall Field & Co.'s Chicago store, where thousands of ads and promotion pieces are turned out yearly. First step is deciding 
what to advertise (left), and here Kay Rickman, divisional advertising coordinator of apparel and millinery, gets the dope 
on a new number from Matt Hyland, buyer of French Room millinery. Miss Rickman and half a dozen others on the sales 
promotion staff serve as “account executives" for the departments they cover. At right, rough ideas on the millinery ad get 
a going-over by the “top strategy group" at the desk of Margaret Egan, advertising manager (right). Across the desk from 
Kay and Miss Egan are Frances Owen, art director, and George Harper, copy chief. White-haired, genial Miss Harper's 
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ON THE AIR—Kling Studios, Chicago, New York and Detroit, has taken to 
the air waves with promotion for its art and illustration services, with an Ad 
Quiz on WIND, Chicago, Mondays at 9:30 p.m., CDT. Quizzed on the show, 
which started July |, are leading admen. In this lineup for the July 8 program 
are (left to right) Curtis Berrien, McCann-Erickson; Spencer W. Franc, Ruth- 
rauff & Ryan; Henry Bokhof, Foote, Cone & Belding, and Harvey Olson, Need- 
ham, Louis & Brorby. Standing is Robert Eirinberg, president of Kling Studios. 


REDESIGNED—Quicker identity is the feature of this new package for Good 
Luck jar rubbers—a larger product name and newly designed bottom panel 
doing the trick. The new package was designed by R. G. Neubauer, Inc., in 
collaboration with Paris & Peart, agency for Boston Woven Hose & Rubber Co. 
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MARKET TO BECOME JOURNAL'S HOME—The Oregon Journal, Portland, 

has purchased this building, formerly a public market, for transformation into 

an ultra modern newspaper plant involving a $2,000,000 expenditure. Com- 

pleted in 1933, the five story structure has floor space equivalent to 6'/2 city 

blocks, and is topped by two II-story towers. The move is expected to be 
completed by fall of 1947. 


LEADER—The Magazine Publishers of America is beginning its campaign 
on government savings bonds with this ad, scheduled for September ai 
issues of general magazines. 


name really is George, incidentally. 


os 


TUCKER TORPEDO—This drastic de- 
parture from conventional design is 
planned by the new Tucker Corp., Chi- 
cago, which will begin production of 
the new automobile about Jan. |, 1947. 
Since this design was publicized, the 
steering wheel has been moved to the 
car's left. 


At Today’s Prices 
THE DAIRY FARMER 
MAKES LESS THAN 

53° AN HOUR 


Can Anyone Justify @ Buyers Strike Agoinst 53° on Hour? 


DAIRY STORY—Campbell-Mithun pre- 
pared this full-page ad, which ap- 
peared in the Washington Post and all 
daily and Sunday newspapers of Minne- 
sota, to tell the dairy farmer's wage 
story to show that he "need not apolo- 
gize for prices at which he sells his 
products.” 


This kind of arithmetic 


may put Johnny through college 


SAVE THE EASY WAY. BUY YOUR BONDE THROUGH PATROL SAMHES | 


61 


OF THE WEEK 


COPYWRITING ON THE AD is done in one of the department's score or so 

of copywriters’ cubicles. At left, writers John Sicks, home furnishings, and Don 

Walberg, suburban stores, discuss a point with Bill Brangham, Store for Men, 

while Louise Dewey, accessories, checks her proof, and Pat Barrett, youth shops, 
writes busily. 
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ARTWORK BLOOMS in Field's art department. Here Rose Mando works on 
a layout, while, for picture purposes only, fellow artists Rita Wolniak, Wilbert 
Myers and Jack Frost give out with encouragement and criticism. 


RIP-'EM-UP TIME is 11:30 every morning, when all advertising department heads 
meet to rip apart the forthcoming ads which are seen in various stages of devel- 
opment. Here Kay's millinery ad, along with others in the works, will get its 
final talking out. Miss Egan presides at the conference, which is also attended 
by Copy, Chief Harper, Art Director Owen, and all of the department's 
coordinators. Sitting in on this session (back to camera, foreground) is Lawrence 
Sizer, Field vice-president in charge of sales promotion, under whose direc- 
tion come all promotional activities of the huge institution, including advertising, 
public relations, store and window displays, etc. 


R 24 


INTO PRODUCTION goes Kay's millinery ad and hundreds of others, on a 

split-second schedule which allows the sales promotion department to turn out 

thousands of ads and pieces of promotion yearly. By this time Kay, the other 

coordinators and the entire creative staff is busily at work on scores of other 
ads which have not moved so far along the line. 
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Glenhall Taylor Quits 
Y&R, Joins Ayer 


Glenhall E. Taylor, vice-presi- 
dent and supervisor of Pacific 
Coast radio activities for Young 
& Rubicam, has resigned from the 
agency to become manager on 
Aug. 15 of the radio division in 
N. W. Ayer & Son’s Hollywood 
office. He succeeds Herbert C. 
Sanford, Hollywood branch head, 
who has resigned. 

In his new position Mr. Taylor 
will supervise Ayer’s Hollywood- 
produced shows including Jimmy 
Durante’s United- Rexall show 
and the “Electric Hour.” 

Alfred J. Scalpone, supervisor 


of program development in Y&R’s 
Hollywood office since last fall, 
was appointed to succeed 
Taylor. 


Syndicates Comic Series 


A comic strip advertising series, 
used successfuly by Nebraska 
Power Company, Omaha, has been 
syndicated for national distribu- 
tion to utility companies and elec- 
trical contractors. The series capi- 
talizes on amusing and familiar 
situations caused by inadequate 
wiring within the home. Allen & 
Reynolds, Omaha, is Nebraska 
Power’s agency, and developed 
the comic strip series. 


Charleston 
Industry 
Continues 


to Expand 


CHARLESTON, S: C. 


REPRESENTED BY THE JOHN BUDD CO. 


RETAIL SALES 


38% OF SOUTH CAROLINA 


153,123 
UP 61% IN 5 YEARS 
CIRCULATION DAILY 


71,618 
GAIN-60% IN 5 YEARS 


“Figures for.20 counties based on Sales Management Survey of Buying Power, 1946. 


*70,000,000 


$*243,467,000* 
A.B.C. CITY ZONE. POPULATION 


28,209 
NOW EMPLOYED 


1945 TOBACCO CROP 


250% GAIN SINCE 1935 


PAPER MILL PAYROLL 


$2,000,000 
TO INCREASE 20% 


Newspapers 
and Market 
Continue 


to Advance 


TRY THIS ON YOUR PHONE 


FAITHORN CORPORATION 


. . . Write or Phone for 
one of our Representatives 

—Let us show you samples of work 
we are doing for successful institutions. 


- - You will find 
it a satisfying 
number because 
it opens the 
quick, sure way 
to the complete 
and economical 
handling of 
your production 
requirements. 


Ad-Setters + Engravers + Printers 


400 N. Rush St., Chicago 11 * Whi. 2300 


~~ 
DAY AND NIGHT SERVICE 


PRINTING 


1 BMB Previews 


Radio Audience 
Data and Uses 


NEw York—Broadcast Measure- 
ment Bureau, well along on its 
No. 1 project of producing the first 
uniform measurement of station 
audiences, has begun a series of 
six “clinics” here to tell potential 
users how its forthcoming reports 
can help them solve “specific day 
to day problems.” 

Invitations to attend the ses- 

sions, scheduled every Wednesday 
for a six-week period, went out to 
advertisers, agencies, stations, net- 
works, and station and retailers’ 
representatives. They were asked 
to “come prepared to take notes, 
ask questions, enter into the dis- 
cussion.” 
To start the ball rolling, Philip 
Frank, BMB’s executive secretary, 
easeled a presentation of nine sug- 
gested practical applications of 
the mass of statistical data which 
the bureau is compiling for pub- 
lication beginning this fall. 


Explains Possible Uses 
The nine possible uses for BMB 
data outlined for “clinic” presen- 
tation were: 
1. Determination of media— 
BMB would show whether an ad- 
vertiser should use radio at all 
and, if so, how much. “BMB’s 
figures would not be comparable 
to those of the Audit Bureau of 
Circulations, but at least would 
be indicative.” 
2. Station and network evalua- 
tion—Suggests likelihood that 
users will evolve cost-per-1,000 
BMB audience estimates. Factors 
in evaluation include station 
power, city size, BMB audience, 
specific time periods, validity of 
station coverage claims. 
3. How best to reach a given 
market—Suggests consideration of 
(a) BMB audience comparisons; 
(b) need for a local station based 
on a distant station’s audience, and 
(c) minimizing “excess audience.” 
4. Matching product distribu- 
tion—Involves “matching BMB 
audience penetration to sales 
penetrations” (a) by brand, (b) 
by product, (c) urban or rural. 
5. Buying radio to supple- 
ment other media—Including spot 
radio to supplement network ad- 
vertising and where to use it. 
6. Allocating radio costs to 
sales districts—Involves problems 
of “penalizing districts served by 
high-cost stations” and how to 
allocate “excess audience” and 
“overlapping audiences.” 
7. Promoting programs— BMB 
figures would show where to use 
newspaper advertising effectively, 
what call letters to promote, 
where to send promotional ma- 
teriai and premiums. 
8. Fostering dealer tie-in ad- 
vertising—Suggests network pro- 
grams on stations with good BMB 
audiences in dealer areas and best 
local stations for dealers’ use. 
9. Evaluating other research— 
“Inclusion or exclusion of stations 
as factor in rating.” 


GF Appoints Five 
V.P.s in Sales Co. 


General Foods Sales Company 
has appointed five of its executives 
to vice-presidencies. Richard H. 
Moulton, formerly staff division 
manager, has been appointed vice- 
president and sales manager of 
the western division. He suc- 
ceeds William Kline, who has re- 
signed to join Hiram Walker. 

Also appointed vice-presidents 
are George Black, central divi- 
sion sales manager; Charles A. 
Kolb, eastern division sales man- 
ager; W. Parlin Lillard, staff divi- 
sion sales manager responsible for 
special products, and Joseph E. 
Zipf, southern division sales man- 


Plenty of Gas For Your Neighbors... 
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BLAMES UTILITY—Michigan Consoli- 

dated Gas Co.'s refusal to negotiate 

threatens Detroit with an indefinite 

shortage of natural gas, Panhandle 

Eastern Pipeline Co. claims in this news- 

paper ad, one of a series attacking the 
local utility. 


Panhandle Line 
Assails Detroit 
Utility in Ads 


DetroIr — Panhandle Eastern 
Pipeline Company is considering 
substantial expansion of a cam- 
paign in Detroit and Michigan 
newspapers in its contract dispute 
with Michigan Consolidated Gas 
Company—one of its customers. 
Panhandle now supplies natural 
gas to the utility under a contract 
which expires in 1951, and charges 
that it has been unable to get 
Michigan Consolidated to nego- 
tiate a new agreement providing 
a greater volume of gas. 

In a series of ads seeking to 
arouse public reaction, Panhandle 
has called attention to the short- 
age of natural gas for household- 
ers and industrial users, and to 
Detroit’s higher gas rates as com- 
pared with other industrial cities. 
It traces Michigan Consolidated’s 
refusal to negotiate to the fact 
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that its parent company, American 


company which seeks Federal 
Power Commission approval of 
construction of a pipeline to De- 
troit through Wisconsin. This sin- 
gle line, Panhandle claims, would 
be far from adequate. 

The company, through Maxon, 
Inc., is using 1,500, 1,000 and 130- 
line ads in the Detroit Free Press, 
News and Times, 1,000 lines week- 
ly in the foreign language press, 
and 1,000 lines in 13 daily and 35 
weekly papers throughout the 
state. 

Labor union members, veterans 
and racially integrated groups, ac- 
cording to mail received by Pan- 
handle, have reacted most strong- 
ly to the campaign, which thus far 
has gone unanswered by Michigan 
Consolidated. The ads also have 
brought inquiries from rate-mak- 
ing bodies in other states, officials 
say. 


Bishop Advanced 

Dalton H. Bishop, in the sales 
department of Pacific Outdoor Ad- 
vertising Company, Los Angeles, 
since September, 1945, has been 
appointed sales manager. 


Two Join Klingensmith 
Jack Higgins, formerly senior 
account executive of Roy S. Dur- 
stine, Inc., Cincinnati, has joined 
H. M. Klingensmith Company, 
Canton, O., as_ vice-president. 
Philip R. Goyert, previously art 
director of the Durstine agency, 
has joined Klingensmith in the 
same capacity. 


Pool Joins Kirkeby 
E. A. Pool has resigned as di- 


Zurich General Accident & Lia- 
bility Insurance Company, Chi- 
cago, to join the Arnold Kirkeby 
Hotels group in New York. 


HOP, Inc. 


Chicago 5. Illinois 


431 S. Dearborn 8t., 


grains and grain 
been harvested 
already been mar 
No. 1 cash farm crop, 
more than a mont 
ing to market ea 
of these crops int 
daytime 1/2 millivol 
not less than 
and grain sorghums, 


Once more 
buying power 
daytime by K 
the time to pu 
sell with the tidel 


50,000 Watts 
Day 
10,000 Watts 
Night 


ager. 


CROP’S IN- 
TIDE’S IN! 


Important money crops — 
sorghums — 
in South Texas but have 


keted, weeks ahead of most 


of the Nation. The first 


h ago. Corn will start mov- 
rly in August. : 
he area enclosed by KABC’'s 
t contour are estimated at 
$46,515,000.00 for small grains 
$112,121,000.00 for cotton, 


and $35,122,000.00 for corn.* 

the annual high tide of rural 
floods the 105 counties served 
ABC. That's why right now is 
t KABC on your schedule—to 


*Estimated dollar values 
able Bureau of Census. 
Commerce statistics. 


including small 
have not only 


bale of cotton, Texas’ 
was ginned and sold 


Total values 


based on latest avail- 
U. S. Department of 


GENE L. CAGLE 
President 


CHARLES W. BALTHROPE 
Station Manager 


segeeennies Nationally 
WEED & COMPANY 


SAN ANTONIO 


AMERICAN BROADCASTING COMPANY — TEXAS STATE NETWORK 


Light & Traction, has formed a. 


rector of industrial relations of. 
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Advertising Age, July 29, 1946 


Revival of OPA 
Just Adds a Bit 
to the Confusion 


NEw YorK—Reactions in mar- 
keting circles to the return of OPA 
can only be described as confusion 
worse confounded, to coin a 
phrase. 

Since practically no one has thus 
far been able to figure out exactly 
what the effects of a revivified 
OPA will be on their own busi- 
nesses, and the price lines to be 
adopted have not been definitely 
set, the past weeks have been a 
period in which many promotional 
plans have marked time. They 
are still marking time, and will 
probably continue in this state of 
suspended animation for several 
weeks, until the rules of the game 
are fairly well clarified for a rea- 
sonable period ahead. 

Rumors of completely dammed 
up promotion and equally com- 
plete stoppage of shipment of 
goods have been widespread, espe- 
cially in such fields as_ shoes, 
where. ceilings on finished prod- 
ucts will again be inaugurated 
while at the same time important 
raw materials, like hides, will be 
free of control. 

On the whole, however, there 
seems to be a lull in the taking 
of positive measures, with most 
companies going along as _ best 
they can on a day-to-day basis. 
Only one thing seems certain to 
most industrialists: 

Regardless of the course of 
OPA, prices are sure to be higher 
all along the line, with their ulti- 
mate level to be determined very 
largely by the course of labor ne- 
gotiations during the next six 
months. 


Larmer Opens Agency 
in North Carolina 


John J. Larmer has organized 
Piedmont Advertising Agency, lo- 
“ated at 211 Washington building, 

. Salisbury, N. C., 
to operate as a 
general adver- 
tising agency, 
and also to 
specialize in 
“thought -influ- 
encing” activi- 
ties in the la- 
bor -manage- 
ment field. 

Mr. Larmer, 
who is president 
and treasurer of 
the new corpo- 
ration, was formerly director of 
the Evansville Cooperative League, 
a community relations project 
sponsored by 24 industries in the 
Indiana city, and previously was 
with Hughes-Wolff & Co. and Ed 
Wolff and Associates, Rochester 
agencies. 


John Larmer 


International Has 
$3.5 Million Budget 


International Pictures, New 
York, will spend $3,500,000 to ad- 
vertise the eight to 10 pictures it 
will release through United World. 
The estimated expenditure for 
each picture will be about $350,- 
000, with newspapers, national 
magazines, fan magazines, radio, 
outdoor posters and business pa- 
pers all being used. 

Through Buchanan & Co., New 
York, campaigns are now being 
prepared for the film versions of 
Betty MacDonald’s _ best-seller, 
“The Egg and I,” and the Broad- 
way musical, “Bloomer Girl.” 
Also in the works are campaigns 
for “The Dark Mirror” and “Bella 
Donna.” 


AVC Seeks Admen 


A drive for members from the 
newspaper, magazine, book pub- 
lishing, advertising, radio and 
public relations fields in New 
York is being launched by the 
Press and Radio Chapter, Amer- 
ican Veterans Committee, which 
recently voted to change the unit’s 
name to the Press, Advertising 
and Radio Chapter. Chairman is 
A. Ronald Schiller and headquar- 
ters are in Rockefeller Center. 


Pittsburgh Daily 
Hit by Boycott, 
Weekly Charges 


PITTSBURGH — Several large de- 
partment stores here may be vio- 
lating antitrust laws by their ru- 
mored boycott of the Pittsburgh 
Post-Gazette, an article in the Bul- 
letin Index, weekly Pittsburgh 
newsmagazine, charges. 

The stores — Kaufmann’s, Gim- 
bels, Horne’s, Rosenbaum’s and 
Frank & Seder—form the Retail 
Merchants’ Association, which 
bears the brunt of the attack by 
the weekly. Source for the story 
is that linage run by the five 
stores in the Post-Gazette has 
dropped by as much as 50% re- 
cently. 

Ostensibly, the Bulletin Index 
says, the alleged boycott is in re- 
taliation for a 3 to 5% hike in 
P-G space rates in April, but this 
is not the case and “the real cause 
of what seemed punitive action by 
five downtown department stores 
lay elsewhere.” 

The real trouble, says the news- 
magazine, lies in the fact that P-G 
circulation has been moving stead- 
ily ahead, “until it is now the 
largest of Pittsburgh dailies,” ad- 
vertising is becoming more expen- 
sive for the stores and “RMA and 
its members are obviously out to 
remedy it.” 

The article discusses the stores’ 
alleged earlier efforts, through 
their association, to force news- 
papers here not to raise rates. 
Out of those negotiations came a 
formula under which ad rates 
varied directly with circulation, 
with the cost to the stores to be 
determined each month. 

The Bulletin Index suggests that 
“the men behind RMA surely have 
heard” of the action by the De- 
partment of Justice in 1943 against 
15 New York stores which agreed 
to withdraw their advertising 
from the New York Times after 
it raised its rates. That action 
resulted in “no contest” pleas by 
the defendant stores and fines of 
$80,000 against them. 

“If Tom Clark’s men investi- 
gated the Retail Merchants’ As- 
sociation of Pittsburgh they might 
well find similar ‘misuse of eco- 
nomic power,’” the Bulletin Index 
asserts. 


Hearst Group Boosts 


Rates on Magazines 


In letters to principal agencies 
throughout the country, media 
men have been notified of rate 
increases on Good Housekeeping, 
The American Weekly, and Puck 
—The Comic Weekly. 

New Puck and American 
Weekly rates go into effect on 
Jan. 1, the former going to $21,- 
000 per color page with an in- 
crease in “rate base” from 6,- 
150,000 to 6,650,000. American 
Weekly rates go from $15,500 per 
black and white page to $16,750, 
with the base increased from 7,- 
500,000 to 8,250,000. Good House- 
keeping’s page rate goes from 
$6,300 to $7,000 effective April 
1, 1947, and its circulation base 
from 2,300,000 to 2,700,000. 


KGO Boosting Power 
KGO, ABC owned and operated 
outlet in San Francisco, will spend 
$250,000 for a new 50,000-watt, di- 
rectional (north-south) transmit- 
ter to be placed in operation about 
Jan. 1. FCC recently approved the 
power boost for KGO, which pres- 
ently operates with 7500 watts. 
The new transmitter is expected to 
more than double KGO’s day- 
time coverage and substantially 
expand its nighttime service area. 


Shirts, Not Shorts 


A compositor thinking of the 
shortage of shirts credited Phil- 
lips-Jones Corporation, New York, 
with making shorts instead of 
shirts in an item in the July 22 
issue. The company makes shirts, 
does not make shorts; and, speak- 
ing generally, shirts are still 
short. 


Last Minute News Flashes 
New Code of Practice Adopted by Newspaper Admen 


ROCHESTER, N. Y.—A new code of practice developed by a com- 
mittee of past presidents, headed by Don Bridge, Gannett Newspa- 
pers, has been officially adopted by Newspaper Advertising Execu- 
tives Association. A 10-point program, it calls for a prohibition on 
advertising that “is fraudulent, misleading or otherwise harmful,” 
adherence to all details of published rate cards, adherence to NAEA 
standards of national and local copy, elimination of derogatory state- 
ments in competitive selling, assistance to advertisers with copy and 
art problems as well as market information, and avoidance of “over- 
selling or other unsound methods.” 


Waterman Takes CAB Fight to Public 

NEw YorK—Waterman Airlines, subsidiary of Waterman Steamship 
Corporation, Mobile, took its battle with the Civil Aeronautics Board 
(AA, July 15) into a full-page ad in the current Time. Copy says 
CAB policy “denies American steamship companies the right to sup- 
plement their sea routes with scheduled plane service—preventing 
natural expansion of American merchant marine—while allowing 
foreign shipping interests to fly to our shores.” Waterman also men- 
tions, in defiance of CAB regulations, its non-scheduled flights to 
the Carribean and says its rates are 10% lower than scheduled serv- 
ices. Morris Timbres Advertising, Mobile, is the agency. 


Antiseptic Deodorant Drive Is Readied 

NEw YorK—Phillips & Benjamin Company is resuming distribution 
and advertising on Sno-Mist, “antiseptic” deodorant, withdrawn dur- 
ing the war, preparatory to a national campaign in about six months. 
Insertions of 550 and 260 lines on a high frequency newspaper sched- 
ule have started in Boston, Lawrence, Worcester, Cincinnati, Buffalo, 
Cleveland, and Chicago. Copy points out Sno-Mist is not a cream 
nor a liquid, and features the container’s bulb-top atomizer. Compton 
Advertising, New York, acquired the account last month. 


Brazil Nut Advertising to Be Resumed 

New YorK—Brazil Nut Advertising Fund, through Charles W. Hoyt 
Company, will resume advertising this fall after a five-year absence, 
with two-color half-page and two-column insertions in November 
issues of American Magazine, Better Homes & Gardens, Good House- 
keeping, Ladies’ Home Journal, McCall’s, Woman’s Home Companion, 
and another as yet unannounced. September grocery business pub- 
lications will be scheduled. 


West-Marquis Named by General Petroleum 

Los ANGELES—General Petroleum Corporation has placed its ac- 
count with West-Marquis, Inc., effective Oct. 1. T. L. Stromberger 
and Edward S. Kellogg of the agency’s Los Angeles office, and Arthur 
Arlett of the San Francisco office will be account executives. West- 
Marquis will shortly open a Northwest office to handle General Petro- 
leum and other accounts’ work in that area. 


General Mills Drops Two Soap Operas Aug. 23 

MINNEAPOLIS—General Mills is canceling “Valiant Lady” and “Light 
of the World,” heard on 60 CBS stations five times weekly from 10- 
10:30 a.m., EDT, after Aug. 23 broadcasts. GM is dropping both 
programs and time period after sponsoring the shows more than two 
years. Its full hour of four serials on NBC, quarter-hour Jack Arm- 
strong show on ABC and other programs will continue. Dancer-Fitz- 
gerald-Sample, Chicago, is the agency. 


Electronic Corporation Extends Receiver Drive 

NEw YorK—Electronic Corporation of America, which has been 
running full-page advertisements for its radio receivers in the New 
York Times Sunday Magazine, will expand its schedule this fall with 
three half-pages in American Home, four in Collier’s and three in 
The Saturday Evening Post. Agency is Ray-Hirsch & Waterston, 
New York. 


Old Gold Returns to Dailies in Major Drive 

New YorK—P. Lorillard Company will start in about 200 large city 
newspapers July 29 its first major sustained newspaper campaign 
for Old Gold cigarets in about two years. The campaign will debunk 
“health” claims of other brands, using the theme, “If you want a 
treat, smoke Old Golds.” Lennen & Mitchell is the agency. 


economic story of General Mills’ 


Only One General 
Mills Appliance 
to Appear in ‘46 


New York—General Mills 
stockholders were told at simul- 
taneous meetings here and in Chi- 
cago Friday that the new General 
Mills Tru-Heat iron will be the 
only appliance which will go into 
distribution this year, with all 
others not scheduled for full- 
scale production until 1947. 

The iron will reach dealers in 
certain areas this fall, with dis- 
tribution and promotion to be at- 
tacked market by market, but no 
national advertising is likely on 
it until next year. 

Other appliances which are rea- 
sonably well along, but which 
won’t get into volume production 
until next year are a pressure 
sauce pan and a coffee maker. In 
the works, but still “far from be- 
ing anything” are a mixer and 
several other small appliances. 

The special Saturday Evening 
Post spread which the company 
has used in recent years in con- 
nection with its annual report will 
not be used this year because the 


operations is scheduled to play a 
leading role throughout the com- 
pany’s institutional campaign dur- 
ing the next 12 months. 

General Mills is convinced that 
the problem of selling American 
industry to the public cannot be 
successfully solved by cooperative 
effort, and that real results will 
be achieved only if each indi- 
vidual enterprise sells itself and 
its policies. 


Issues Beer Newsletter 


American Brewer, New York, 
will issue a monthly, four-page 
newsletter free to agencies and 
advertisers. The newsletter will 
contain a report of trends affect- 
ing the beer industry, one-line 
news briefs culled from the news 
section of the latest issue, beer 
sales and production statistics, 
and a monthly index of purchas- 
ing power. The last two pages 
will be illustrated by charts. 


Helen Wade Moves 


Helen Wade has resigned from 
Pic, New York, to join the Arnold 
Cohan Corporation, New York ad- 
vertising agency, as assistant to 
the president. She will also serve 
on several accounts. 
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Newsprint Supply 
to Remain Tight: 
Mills Convert 


WaASHINGTON—Continued  short- 
age of newsprint and conversion 
of 185,000 to 190,000 tons of do- 
mestic newsprint capacity to other 
types of paper were forecast by 
the Department of Commerce for 
the rest of 1946. 

Low imports of wood pulp from 
Sweden in May and June were 
given as the principal reason for 
an expected reduction in third- 
quarter output. Paper and pa- 
perboard supplies were estimated 
at a 4 million ton annual rate for 
the second quarter but some mills 
are already curtailing production 
because of a shortage of overseas 
pulp, Commerce said. 

On the favorable side, Com- 
merce estimated that 150,000 tons 
of new newsprint capacity will be 
installed in the South by late next 
year or early in 1948, and that Ca- . 
nadian and Newfoundland produc- 
tive capacity will be upped. U. S. 
newsprint consumption for the 
first five months of this year was 
estimated at 1,736,000 tons, an in- 
crease of 25% over the same 
period in 1945. 


Spiegel Mails 
700-Page Catalog 


Cuicaco — Spiegel, Inc., has 
mailed the largest catalog in its 
history, a 700-page fall and win- 
ter book listing bicycles, metal 
toys, cameras, paper draperies and 
many new items. 

Inserted is a notice by Spiegel 
that the catalog went to press be- 
fore final action was reached on 
federal price regulations and that 
“since changes in these regulations 
may affect our costs, we must re- 
serve the right to change any sell- 
ing price in this catalog accord- 
ingly.” 

Numerous items in the book 
carry no price quotation and are 
offered for sale in September at 
prices to be quoted then. Custom- 
ers are offered three buying plans 
—for cash, on 30-day charge and 
time payments. The 30-day charge 
plan offers “the convenience of a 
department store charge account 
to the mail order customer.” 


Form Lybig Sales Corp. 
to Handle Radio Firms 


Arthur H. Lynch, former editor 
of radio publications and manu- 
facturer of Lynch resistors and 
noise-reducing antenna systems, 
and J. Alan Biggs, recently with 
the international division of Ra- 
dio Corporation of America, have 
formed Lybig Sales Corporation, 
New York. Mr. Lynch, president, 
will be general sales manager for 
Lybig accounts, and will continue 
as New York manager of the Na- 
tional Company, Malden, Mass., 
which he has represented for 20 


years. Mr. Biggs will be vice- 
president. 
Adam Hats Boosts Mark 


to Advertising Director 


Adam Hat Stores, New York, 
has promoted Mitchel Mark to ad- 
vertising director. Mr. Mark re- 
joined the company in December, 
1945, after serving as a flight cap- 
tain and instructor in the Army 
Transport Command during the 
war. 

Before entering service in 1942, 
he was in the sales and advertis- 
ing departments of Adam fashions 
and Adam’s men’s wear divisions 
of the parent concern. 


Clinton Names Kelley 


The Toronto office of Russell T. 
Kelley, Ltd. has been appointed to 
handle the advertising of Clinton 
Knitting Company, Clinton, Ont., 
manufacturer of Wearwell hosiery. 
Institutional copy is now appear- 
ing in business papers and plans 
are now under way for a national 
campaign. 
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Nor the power of the magazine that 
attracts more women than 


any other magazine in the world. 
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